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: qe Congratulations to Advertiser’s Weekly on 40 years of faithful 5 
oe enhancement of Advertising. 40 years ago, Odhams Ltd (as the — 
sno House was then styled) was already nearing ITS 70th anniversary. 
: WD; But in the time span of Advertiser's Weekly, Odhams publications AW 
- have multiplied, prospered and grown out of all recognition. 


Advertisers who are building for the future are today 
linking THEIR success with the success of Odhams great 
periodicals, with their millions of readers. 


HARRIS KAMLISH, ADVERT(‘SEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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‘NOW'S YOUR CHANCE’ 


° °’ 

Radio team failed, 

e.° 
say critics 
- 

Sik, Many of us) of — the 
younger, and less experienced 
veneration, often tind at difficult 
to answer adequately much of the 
criticism and often abuse 
levelled at advertising and tts ex 
ponents Ihe BB feature 

Now's Your Chance” (to ask 
questions about advertising) there 
fore scemed an excellent oppor 
tunity for hearing some of the 
main points of mwsue defended by 
the elder and wiser members of 
our profession 

Il. for one, must confess to a 
disappomtment, Dull, irrelevant 
and often merely provocative 
questions were answered or 
more offen unanswered in a 
half-hearted, dispirited) manner, 
leaving one With the feeling that 
the critics had won the day 

let us hope that) enough 
yeneral interest remains to. per 
suade the BBC. to present a 
more factual and enlightening 
programme on the subject — pos 
sibly on the lines of the “bkocus” 
and thus reetifty the harm 
done by “Now's Your Chance.” 


Stantty J 
Bowes Park, NIE. 


series 


DENTON 


‘Opportunity lost’ 


Sin, Was there ever a more 
miserable cxample of opportuni 
ties missed than during the 
Now's Your Chance Advertis 
ing” programme broadcast on 
Monday? There was little poss: 
bility of boredom setting in on so 
why all the 
only 
ques 
millions of 

doubtless 
advertising’s 


short oa piece sO 
comme relief which 
to antagonise the 
fioners md the 
listeners Who Were 
wating to hear 
apologia ‘ 

Some of the questions might 
have warranted light) treatment 
but others introduced admirable 
opportunities tor squashing such 


served 
SCTIOUS 


ll 


To The Editor.. 


age-old fallacies ay “advertising 
puls up the price o 
duced products ind 
accept advertisements 


! mass pro 

editors 
without in 
vesligating the products or the 
claims” and suo on fhe panel 
succeeded only in touch Ny upon 
the true, incontrovertible jine ot 
defence against these supposi 
tions, and often failed to do even 
this. Conscientious [D.A.A. can 
didates with the facts at ther 
finger-tips could have provided 
the prompt and informed replies 
that were needed 

Ihere can be no doubt that the 
brains’ of advertising were in 
fact well represented on th 
panel, and had the programmic 
been from script and the answers 
prepared we should have heard 
ourselves better defended trom 
the same lips responsib ity com 
pensating for spontaneity. How 
ever, this Was not the case, and 
at a time when people in 
advertising are stressing the need 
for better public relations, | sug 
gest that this programme has 
demonstrated how little is being 
done to handle — this 
properly 


Most 


Cause 


Davin WitttamMs 
London, S.W.11 


Posters and the 
cultural climate 


Sik, Posters are an important 
part of our environment Then 
impact is stronger than that of 
the architecture which passively 
carnes the hoardings 

Ix it not probable that many of 
our present day posters are hay 
ing an unfortunate influence on 
creative activity? delaying = or 
preventing the development of a 
higher standard of comparison 
(taste, if you will), by their cease 
less attack on untormed 
bilities”? 

Could not this atmosphere be 
regulated a little by some form of 
air conditioning’? Perhaps that 
would benefit the advertiser as 
much as the public. and create a 
better “climate” in which to plan 
and make our export (and home) 
goods the representative 
of this country ap. 1983 
In other days, in 
climate.” produet 
visual design were 
grated Georgian engraving, 
books and other printing were in 
harmony with the 
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sens! 


designs 


anothes 
design and 
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architecture, 
of thei period 
so to-day 


vlass, ete 
It could again be 
HANS SCHIEGER 


14 Sydnev Close, S.W.3 


Displaying ads. for 
estate agents 
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heeping copywriters 
country fresh 


Sirk, Charles ¢ 
(March 26) that 
degree of quictness 
work should be 
basic need” in a 
aveney 
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for creative 
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quiet 
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(Name and address supplied.) 


CONFERENCE 
OPINION POLI, 


Most potential delegates have 
very definite ideas about the kind 
of advertising conferences they 


want, 


These may surprise some 


of the older people in advertising. 


Ihey will be 


disclosed next 


week, when “Advertiser's Weekly” 


will publish the 


results of its 


Conference Opinion Poll Com- 


petition. 


Names of prizewinners will be 
announced, and their suggestions 


for improving 
be given. 


conferences will 


There will also be a detailed 


analysis of the voll 


based on 


replies to the questionnaire. 


A good product gets the right audience in 


1) Pravaries to Head of Advertisen 


"re 


De 


rm. BBE 


RESENT WEEKiY 


Publicanons, Broadcasting House, Portland Place, London VU 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.1. 20 St. Ann's Square 
Grosvenor 8228 Blackfriars 9786 


PANORAMIC 
“a. a rf 
’ ’ ’ ’ 

PROCESSION 

Signarts, sign contractors and 
writers, have produced their first 
display lt iw of the 

ssion and will be 

Oxtord Circus 

branch of nlay’s, the retail tobac- 

COMSIS Liat it will be sent to 
Various pr branches. 

The disp! 1 ft. long. Ona 
moving conveyor belt have bec n 
mounted over 240 figures authentic 
models of the regiments which will 
be participating inp the procession. 
They include the Guards, the Roval 
Marines, the Welch regiment com- 
plete with = ther mascot, 
mounted — bands Commonwealth 
troops and, the highspot, the ghitter- 
ing Coronation coach with effigies 
of the Queen and the Duke of 
Edinburgh riding inside. 

Overhead are moving models of 

planes Meteors and Shooting 
tars. The display is worked by an 
electric motor 

Behind the procession is a panor 
amc view of London including 
Westminster Abbey. Si aul’s 
Cathedral, and the Tower of 
London 
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Death of W. A. 


Alexander 


Ihe death has occurred of 
Wilham A. Alexander, advertising 
consultant, age 6 

M: Alexander joined Carlton 
Publicity in 1916.) He later started 
his own advertising agency, Nash 
& Alexander, and responsib] 
for campaigns for Masters 
matche ind Turf cigarettes, He 

sequently became a director of 

ess Publications until the out 
eak of the second world war, after 
which he became an independent 
consultant 


TOUT a he ’ 
YOUTH AT BIE 
Concordia (Youth Service Volun 
m) which ncourages young 
es to ta working holidays 
youth org 
tand at th 
Ih 
has been 


Owen & Co 


SALE 134,900 
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Advertising on the B.E.T. Federation buses is 
a sure way of «driving’’ your message home to the 
people that matter. The 7,000 B.E.T. buses cover the 
densely populated industria! areas of Tyneside, Lanca- 
shire, Yorkshire, the Midiands and South Wales. 
These buses carry over |,690,000,000 passengers 
yearly—a rich market you cannot afford to disregard 


—and remember only the bus gives you... 


IMPACT 

VISUAL ATTRACTIVENESS 
CONCENTRATION 

at LOW COST 


B-E-T 


BUS ADVERTISING 


Gets around to Millions 


The Advertising Department The B.E.T. FEDERATION LTD. 
Stra ton House, Piccadilly, London, W.1. Telephone: Mayfair 8886 
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Every week, the Sunday Pictorial, with 

an average net sale of 5,128,887, is delivered into 

more than one out of three of the homes of 

Great Britain. It is read by every adult 

member of the family during Sunday’s hours of 

leisure. It is read at breakfast, during 

the morning, after lunch and in the evening. 

Advertisements are seen again and again on the 

best advertising day of the week. 
person in Space in the Sunday Pictorial is remarkably 

economical. Compared with 1939, its square inch 


per thousand space rate has increased much 


less than that of any other Sunday newspaper. 


reads the SUNDAY PICTORIAL every week 
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At l aot / JE comes to Lonpvon, 


Soft drinks 
battle begins 


First shots in the summer soft 
drinks battle are now being 
fired. 

Canada Dry, now being 


launched in London, is opening a 


campaign to introduce — the 
Canada Dry ginger ale, soda 
water, tonic, and a full line of 


flavoured soft drinks. 

Full page ads in the licensed 
and grocery trade press are being 
used initially. That Canada Dry 
products are household words in 
over 50 lands is a copy line 
stressed. Consumer advertising 
will first appear in London even- 
ing newspapers during the first 
weck in May. The sales cam- 
paign has already opened 

The advertising campaign will 
be the largest ever placed in 
London evening newspapers, it is 
claimed. Full pages will be used. 
Other media include bus sides, 
hig poster sites and window dis- 
plays. 

The advertising and sales drive 
is being led by Angus Mackenzie- 
Charrington and Major A. N, E. 
@ Continued in Stop Press on 

back cover 


ment committee on Monday. 


clarify the situation.” 


Ltd. 


American capital 


A.A. see chlorophyll man 


A series of clinical trials of chlorophyll is being arranged 
in several leading British hospitals. 

This information was given to a sub-committee of the 
Advertising Association’s advertisement investigation depart- 
Recently, following criticism 
of some of the claims made for chlorophyll, the A.LD. 
announced its intention of “doing everything possible to 


Among those who met the sub-committee on Monday 
was O'Neil Ryan, president of Rystan Inc., who has been 
visiting Britain in connection with the formation of Rystan 
This company will be a joint venture of British and 
to manufacture and 
chloresium ethical drug products in this country. 


market Rystan 


Clubs to talk business 


The Clubs Conference to be 
held at Harrogate in September 
will be very much a_ business 
affair, it was decided at the meet- 
ing of the Club Development 
Committee held at Oxford on 
Saturday. 

W. Hamp Hamilton, chairman, 
C.D.C., presided, and speakers 
included W. R. Balch, hon. 
programme secretary of the Con- 
ference; Cmdr. Alan Robertson- 
Macdonald, hon, treasurer; Har- 
old Boulter, hon. social organiser; 
and Gavin Starey, press officer. 

It was also stated that there 
will be a strong representation 
from the clubs at the Advertising 


Association Conference at East- 
bourne 

In the evening, delegates and 
the executive commititce of the 
Advertising Club of Oxtord were 
entertained to dinner at the 
Randolph Hotel, as guesis of the 
Oxford Times, whose generat 
manager, M. H. Rowntice, wel- 
comed them. 

Mr. Hamp Hamilton thanked 
the Oxford Times and also the 
Advertising Club of Oxtord for 
their hospitality in connection 
with the meeting. and H. Clarke 
Scholes, chairman of Club, 
expressed warm appreciation of 
the work of the C.D n foster- 
ing the Club movement 
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the 


lowest r 


The Hon. Lionel Berry, deputy chairman, 
Kemsley Newspapers Ltd., hears his wife, 


Lady Helen Berry, declaring open 


the new offices of the Printers’ 
Pension Corporation at 61 
Douehty Street, London, W.C.1. 


New petition on 
‘dual control’ 


Manchester Corporation are to 
petition Once more against the 
outdoor advertising industry's 
Parliamentary Bill which aims to 
end “dual control” in Manchester. 

The Bill is due to come up for 
its second reading in the Com 
mons towards the end of this 
month, and the latest move means 


that, if it gets through, another 
commitice investigation will be 
held 


lh | still offers 
ate per inch 


per thousand of any 
London evening newspaper 


ROY CLARK, Advertisement Director 


BOUVERIE STREET EC4 
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TV SHOW 
TO PROMOTE 
LEATHER 


What is claimed as the first 
commercial projection television 
show was organised by Pictorial! 
Publicity Co., Ltd., to promote 
the glacé and suéde kid leathers 
of the British Kid Tanners. Philip 
Harben mixed the “Dish of 
Fashion” in shoes; Michael 
Sherard, the noted couturier, 
contributed dress fashions, some 
of which incorporated leather; 
and the London Zoo lent two 
kids! 

The shows, staged at a house 
in Stanhope Gate, Hyde Park, 
were crowded with representa- 
tives of shoe manufacturing firms 
(whose products were also dis- 
played), buyers, and the press. 

They saw, On a screen some- 
what smaller than that of the 
average cinema, a mannequin 
parade of shoes, that was taking 
place, with Philip Harben as 
master of ceremonies, in an ad- 
joining room, The last part of the 
programme was “live,” the screen 
being removed to reveal an 
attractive stage decor put on by 
Pictorial Display, a subsidiary of 
Pictorial Publicity, 

Agency personnel chiefly 
responsible for the presentation 
were: Peter Webber (creative 
director), Peter Smith (account 
executive), Miss Jean Lytle (press 
officer), and H. G. Spittle (works 
manager, Pictorial Display). The 
television equipment and_ staff 
were provided by Cintel, a Rank 
subsidiary, 


IIPA STUDENTS 
AT DURHAM 


Nearly 50 young men and 
women from advertising agents 
all over the country met at 
Durham, in the medieval castle 
that is the home of University 
College, during the week-end, for 
the third course in advertising 
organised by the Institute of 
Incorporated Practitioners in 
Advertising. 

The exercise set for the students 
was prepared with the co-opera- 
tion of the Incorporated Sales 
Managers’ Association, and was 
a sequel] to that at an 1S.M.A. 
students’ course last November. 
It was to plan and present an ad- 
vertising campaign for “The 
1.8.M.A. Dishwasher.” 

The Editor of ADVERTISER'S 
WEEKLY, who attended the course, 
will describe it next week. 


eee s service for 
Arthur Chadwick 


A memorial service for Arthur 
Chadwick will be held on Friday, 
April 24, at noon, at the Church 
of St. James, Garlick Hythe, 
Garlick Hill, E.C.4 (near Mansion 
House underground station). This 
is the church of the Needle- 
makers’ Company, of which Mr 
Chadwick had been master. 


Are you kidding? These two kids 

were lent by the London Zoo for 

the British Kid Tanners commercial 
television show. 


F ilm 3 men n plan 
TV competition 


The film trade is reported to 
be applying for four TV _ trans- 
mitters as soon as sponsored 
IV comes into operation, Film 
producers plan to telecast pro- 
grammes into cinemas for show- 
ing on big screens. 

Equity, the actors’ trade union, 
is asking the Government to rule 
that not less than 80 per cent of 
the entertainment transmitted by 
commercial television stations 
shal] consist of British material. 

L. D. Gammans, the Assistant 
Postmaster-General, told — the 
Television Society on Monday: 

“People need not be alarmed 
about commercial television. If 
the programmes are dull the pub- 
lic will not look at them. The 
controlling body which — the 
Government is setting up will 
certainly prevent any abuses.” 

The present demand for British 
films for use on American tele- 
vision will cease as soon as Holly- 
wood has completed its switch to 
three-dimensional processes, said 
Spyros Skouras, head of 20th- 
Century Fox, in his annual report 
to stockholders. 


ADVERTISING | 


Some popular fallacies about 
advertising were corrected in the 
programme “Now’s your chance 
to ask questions—about advertis- 
ing.” broadcast in the B.B.C, 
Light Programme on Monday. 

A team, described by the chair- 
man, Sir Miles Thomas, immediate 
past. president of the Advertising 
Association, as “people of great 
power and responsibility in adver- 
tising’’ was quizzed by residents of 
Coventry. 

Those taking part were: P. G. E. 
Warburton, vice-president, Incor- 
porated Society of British Adver- 
lisers, managing director, Richard 
Hudnut Ltd.; George Mills, chanr- 
man, Outdoor Advertising Industry 
Advisory Committee, chairman and 
managing director, Mills & Rockleys 
Ltd., Coventry; George R. Pope, 
assistant manager, The Times; Ken- 
neth Horne, sales and advertising 
director, Triplex Safety Glass Co., 
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EKASTBOURNE CONFERENCE 


Prospects of record 


Over 600 have 


attendance (bookea already 


i 600 delegates have registered for the annual conference 
of the Advertising Association, to be held at Eastbourne 
from Thursday, April 30 to Sunday, May 3. And the indications 
are that last year’s total of 860 may be exceeded. 


Already over 160 wives and 41 
women delegates have registered, 
and the social sub-committee are 
expecting a total of about 250 
ladies. Socially the Conference 
has much to offer. 

On the Thursday evening the 
civic reception, at the Winter 
Garden, will be followed by a 
dance and cabaret. During an 
interval the prizes won in the 
conference opinion poll organised 
by ADVERTISER'S WEEKLY wil] be 
presented. 

On Friday afternoon the ladies 
will enjoy a mystery coach tour 
sponsored by the Easthourne 
Gazette and Herald, and in the 
evening will be the guests of 
Nursery World at the Devonshire 

Park Theatre to see the play “To 
Kill a Cat.” Wives, it is hoped, 
may also attend the debate on 
whether advertising tends to 
underestimate the intelligence of 
the housewife? 

On = Saturday 
fashion show, 
Vogue, will be staged at the 
Grand Hotel. In the evening a 
buffet dance has been arranged, 
and the cabaret will be sponsored 
by World's Press News. 


CONFERENCE CAMEOS 


Floral decorations and favours 
are being provided by the Amal- 
gamated Press, Allwood Bros. 
Ltd., the Art Reproduction Co., 
Ltd., and Scotts of Eastbourne. 

A Conference secial club will 
be open at the Grand Hotel. 

The Royal Eastbourne, Willing- 
don and Cooden Beach golf clubs 
will welcome delegates 

“The moral aspect of advertis- 
ing” will be the siees of the 


afternoon a 
sponsored by 


address by Dr. W. E. Sangster, 
ex-president of the Methodist 
Conference. 

An exhibition of entries in the 
international poster competition 
will be staged in the pavilion at 
the Winter Garden. 

Members of the social sub- 
committee are: Mrs. M. Coglan 
(chairman), Miss Olive Bird, Miss 
V. A. B. Wright, C. Bronkhurst 
and ID. J. Ferguson. 


Four fields for 
PR thought 


Four fields of public relations 
thought and practice will be 
explored at the Institute of 
Public Relations conference at 
Hastings, on Friday, Saturday 
and Sunday, May 8-10: 

Professional and trade associa- 
tions. Speakers: John Pringle, 
British Medical Association; Fred 
Scott, National Farmers’ Union. 

Public relations in industry. 
Trevor Powell, Shell group; Brig.- 
Gen. Wade H. Hayes, Edmund- 
sons Electric Co., Ltd. 

The public services. A. A. 
McLoughlin, Middlesex County 
Council; lan Harvey, M.P., 
W. S. Crawford Ltd. 

Public relations consultancy. 
; Traverse-Healy, F. C. 


Pritchard, Wood & Partners Ltd 


Tea voucher offer 

Lyons are testing a voucher 
gift offer for their Red Label tea 
in the Southport area. Coupons 
worth fourpence have been distri- 
buted to housewives. Service 
sieaisdaniane Ltd. are agents. 


ANSWERS CRITICS ON RADIO 


Ltd.; Hubert A. W. QOugiton, 
president, Institute of Incorporated 
Practitioners in Advertising, chair- 
man and managing director, W. S. 
Crawford Ltd. 

“It would be a sorry day if there 
were any controls imposed on adver- 
tisers as to how they should put 
their case before the public,” Mr. 
Oughton told a questioner who 
wondered if it was fair that con- 
sumers’ judgment should be in- 
fluenced by large-scale advertising? 

“A littke ambition is a very good 
thing,” Mr. Warburton reminded 
listeners, citing the tremendous in- 
centive which advertising could offer 
towards material progress. 

How would sponsored TV be 
used? Mr. Oughton visualised the 
controller of a station in the same 
responsible position as the editor of 
a newspaper. Mr. Horne put great 
faith in the good taste of the British 
public. Advertising which offended 
would fail. 


Much to the liking of the local 
audience was a spirited exchange 
between Mr. Mills and a _ planner 
~-who favoured smaller outdoor 
advertisements. 

“If any advertisements are in the 
wrong place it is the fault of the 
planning officers,” declared Mr. 
Mills roundly. “They have com- 
plete power. If there’s anything 
wrong blame them.” 

Other questioners suggested the 
spate of patent medicine advertise- 
ments were making us. “cringing 
hypochondriacs” or a “nation of 
neurotics.””. They were told how 
greatly advertising had been cleaned 
up, and about the Code of Stan- 
dards. 

Sir Miles Thomas summed up by 
saying that it was evident that ad- 
verlising was increasingly conscious 
of its responsibilities, and ever 
vigilant of its integrity. 


*%& See Letters, cover page ii 


tae . x ee 
fats , eo vs 
a 
i 74 
¥ q es 
‘ ae 
~ : pies 
2 . 7 vals 
oR oe 
. wi ae oa 
cf ; ’ ee. 
| Po 
a : a pe 
= 
mie 
er, 
ae, 
ae 
4 
t 
4 
} 
= 
: 
: 
& 
ie 
| a 
# 
_ 
, es 
ee y 
van ‘ oe 
5 ; i tbe ie 7 - “- Se ee ‘ " ’ : 4 : 7 y ‘ 
Se eS a een. ee ae a of Se i deat bls aie eee 


APRIL 16, 1953 


IAMA’s gold 


medal award 


The national council of the 
Incorporated Advertising Mana- 
gers’ Association is celebrating 
Coronation Year by inaugurating 
the first gold medal annual award 
in advertising. It will be for the 
best paper on an advertising sub- 
ject read before the Association. 

Deliberately kept as wide as 
possible, the subject for the first 
year is “Any phases, topics or 
developments of the world of 
advertising in which 1.A.M.A. 
members are likely to be in- 
terested.” 

All| the papers selected for 
reading before the Association 
will be made available to the 
trade, technical and general press. 


‘Express’ bonus 


During May and June all 
advertisers in the Express news- 
papers will receive, as a bonus, 
a reduction in their advertising 
accounts of 10 per cent. 

Announcing this decision the 
Daily Express states it is dictated 
by the view “that always it 
must be the duty of free enter- 
prise to help bring down the cost 
of living by passing on to the 


public such price reduction as 
trading conditions make _ pos- 
sible.” 


The newspaper added: 

“At the moment trading con- 
ditions are favourable. This 
newspaper company is making 
excellent profits. Future prospects 
are sound. 


‘Columns fully booked’ 


“2 


in the public interest, 
therefore, that advertising rates 
be reduced, For advertising is in 
fact a raw material of commerce. 
And if advertisers have to pay 
less, then they in turn will be in 
4 position to make accumulative 
reduction in the price of the 
<ommodities they have to sell. 


“Although the rebate in the 
first instance is only for two 
months it will be renewed or 
reinstated if as expected the 


cost of newsprint is reduced. 

“It 1s expected that many new 
advertisers will now wish to take 
space in the Daily Express. It is 
regretted that their applications 
cannot be considered. The adver- 
tising columns of this newspaper 
are fully booked up until the 
end of June, no new orders can 
be accepted.” 

The rebate will cost £125,000. 

The Daily Express adds: 

“The Express newspapers pro- 
mised advertisers that whenever 
falling newsprint prices made it 
possible the group would be swift 
tO pass on to the public whatever 
benefit was available. 

“That promise is now fulfilled. 

“If, as expected, there is a 
substantial reduction in the price 
of newsprint on July 1, the 
Express group will not hesitate 
to continue in pursuit of its 


pledged policy 
“Indeed it is probable that a 


Odhams Golfing Society were the guests of Newnes Golfing Society at 


Effingham G.C. on Saturday. 


Newnes won by 


four games to one. In 


the picture are (left to right): C. A. Bull, Odhams internal auditor; D. R. 
Llo:d, general manager, “Sporting Life’’; D. Macfie, “Amateur Garden- 


ing’; WV. Goldsworthy, Newnes 
Odhams chairman; C. S. 


sports editor, “Daily Herald” ; 


production 
orris, Newnes director; W. F. Smith (captain), 
’, H. Parrack, Odhams 


manager; A. (¢ Duncan, 


joint: managing 


director; H. Tingay (captain), Newnes managing director; Stuart Mander, 


Newnes director; and R. P. 


for advertisers 
vear hence there may be a 


further rebate on whatever ad- 
vertising rates are then in force.” 
. . . 
‘Dramatic rise’ in 
. 

‘Herald’ bookings 

“For the first three months of 
this year advertisement bookings 
for the Daily Herald have risen 
dramatically and constitute a 
post-war record,” state Odhams 
Press. 

“As long ago as June 1952 the 
Daily Herald, anticipating more 
favourable conditions, took the 
lead in adjusting its advertise- 
ment rates in order to assist ad- 
vertising and industry. Daily 
Herald enterprise has been 
rewarded.” 


Tell staff about 
firm’s ad. policy 


From board-room to basement 
“sales-mindedness” should spread 
through a firm, D. A. C. Butlin, 


National Cash Register Co., 
told Bristol branch of the 
porated Sales Managers’ 
lion, 

Every person should be vitally 
interested in the company’s sales 
activities and advertising, he said, 
adding, “Make everyone employed 


Ltd.. 
Incor- 
Associa- 


by the company aware of your 
advertising. Say where and when 
it is appearing. Say what it aims 


to achieve and why. 
thinking behind the 
create enthusiasm 
standing.” 

In far too many cases, firms’ 
employees had no inkling of the 
advertising policy, and as a result 
looked upon it as a waste of effort 
and money. 


Explain the 
theme, and 
through under- 


Signs regulations : 
modification sought 


Franco Signs Ltd. will continue 
to press, through the trade organisa- 
tions, for modifications in the ad- 
vertisement regulations that require 
planning authority permission for 
the display of even the smallest 
illuminated signs, said J. F. Malla- 
bar, chairman, at the company’s 
annual meeting. 


Chappell, 


Newnes circulation manager. 


At the Theatre Publicity film show. 


Left to right: Neal Kirby, Theatre 
Publicity’s national sales manager, 
W. A. Cooper and Brian MacCabe, 
of Foote, Cone & Belding, Ltd. 


To show trends 
in screen ads. 


Almost 100 directors and chief 
executives of agencies and 
national advertisers altended a 
display of advertising films and 


filmlets staged by Theatre Publi- 
city Ltd. at the British Council 
Theatre in Hanover Street, 
London 

Theatre Publicity’s managing 


director, Steve Wheeler, explained 
that this was the first of a new 
series to enable advertising people 
to follow current trends in the 
medium. Among a wide variety 
of treatments and techniques 


Swan Mill Paner Co. have launched 
a new Softex toilet roll treated 
with chlorophyll. It is claimed to be 
the first of its kind. Advertising, 
handled by the Robert Freeman 
Co., Ltd., is confined to the “Even- 
ing News” and full pages in the 


trade press. 

shown there was the three- 
dimensiona| Capstan tiim, “The 
Real Thing.” A speciily made 
continuity linked va‘ ous films 
and filmlets and brought to the 
screen various extrac! from the 
research book pul shed by 
Theatre Publicity, Selling 
Power of Screen Ad. rtising. 

Mr. Wheeler expla od that the 
stereoscopic type of | |) advertis- 
ing film need not restricted 
to cinemas show: ‘-D pro- 
grammes; it can als run as a 
normal “flat” film 1 theatre 
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‘Biggest ever’ 
trade ad. 


campaign 


Shell Chemicals Ltd 


ate 
launching this month whay they 
believe to be probably the largest 
ever trade advertising campa gn 
It will announce that their Teepo} 


all-purpose detergent is now 
available to all commercial users. 

The first advertisement will be 
a double-page announcement in 
76 trade and technical papers in 
the commercial, industrial and 
municipal fields. 

This will be followed by other 
double-page spreads and whoie 
Pages. 

A series of practical illustrated 
booklets in two colours covering 
the various market outlets, will 
give full details about the use of 
Teepol in each field 

W. S. Crawford Ltd. are hand 
ling the campaign. 


STAMP BOOK 
AD. CONTRACT 


J. Weiner Ltd., sole con- 
tractors for advertisements in 
Post Office telephone direc- 
tories, have now been awarded 
the contract for the adver- 
tisements which the Post- 
master-General has decided to 
reintroduce into stamp books. 

The numbers of stamp 
books printed are: 3,000,000 
every month for the 2s. 6d. 
books, and 1,500,000 every 
two months for the 5s. books. 
Advertising space will be 
limited to 44 pages in the 
2s. 6d. books and 4 pages in 
the 5s. books, 

Page rates vary according 
to position, but they average 
out at £269 for each edition 
of the 2s. 6d. books and £164 
for each edition of the 5s. 
books. 


PR ADVISERS 
FOR BEAMA 


Editorial Services Ltd. have 
been appointed public relations 
advisers to the British Electrical 
and Allied Manufacturers Asso 
ciation (B.E.A.M.A.), following 
a comprehensive survey con 
ducted at the Association's 
request, The Association repre 
sents the major part of the 
electrical manufacturing interests 
in Great Britain 


Salesmanship 
on the tape 


Grundig (Great Britain) Ltd. are 
introducing a new method = of 
demonstrating tape recorders. A 
20-minute sound programme is to 
be dubbed on the tape supplied 
with every tape recorder issued. 

This demonstration tape will not 


only give examples in sound of 
most of the uses to which the 
machine can be put, but also a 


complete entertainment programme 
for the customer when he buys the 
equipment. 
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WILTON EVAN 


ICTORIAL advertising, 

which can be adapted to 

fit various themes, 1s becoming 

increasingly popular in_ the 
provinces. 

Over a Year ago J publicised 
the enterprise of the Crosby 
Herald in running a page feature 
about a young couple who were 
getting marricd, with a picture 
strip of their visits to various 
shops making arrangements for 
the wedding Similar features 
have been spotted recently in the 
Urmston & Stretford Telegraph 
and in the Shrewsbury Chronicle 
The latter was flanked by news 
pictures of no fewer than 19 local 
weddings 

¥ * # 


A tremendous mail is being 
received by the South Devon 
Journal which is) running a 
“Where is it?” picture quiz 

G H. Lidstone, managing 
editor, tells me he is frankly be 
wildered by the enthusiasm of an 
adult population not merely to 
identify a photograph, but also 
to write in and announce their 
verdict. He finds the thought 
chastening that lively articles on 
current affairs draw much less 
response. Proof, once more, that 
readers of weekly papers expect 
to be entertained as well as 
informed 

¥ ¥ * 

The first half-page advertise 
ment in two colours published by 
the Stoke Newington and 
Hackney Observer and the Wood 
Green Observer aroused interest 
among local traders The cost of 
this half page is 5O per cent more 
than a half page in black and 
white, and John Graham, adver 
tisement director, reports a rush 
of inquiries for similar facilities 

* * * 


The Wes; Sussex Gazette cele 
brates its centenary in June 
Actually it was on June 1, 1853, 
that the first issue of the 
Mitchell's Monthly Advertiser 
appeared, The name was changed 
to West Sussex Gazette in 85S 
The newspaper will publish a 
special supplement with tts issue 
of May 28 containing the history 
of the paper This will also be 
issued as a booklet. Here again, 

@ Continued on page 130 
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SCOTTISH DISPLAY ASSOCIA TION’S 
AGREEMENT WITH TRADE UNION 


After considerable negotiations, 
a separate agreement has been 
signed between the Scottish Silk 
Screen Printers and Display As- 
sociation and the Sign and Dis- 
play Trade Union covering Scot- 
lish operatives, This agreement 
is similar to the one already in 
existence between the Union and 
the English Association, but con- 
tains certain clauses appropriate 
to Scotland. 

A separate apprenticeship 
scheme has also been drawn up 
and signed and this has set the 
period of apprenticeship at five 
years. Negotiations are now pro- 
ceeding with the Ministry of 
Labour on details 

The Scottish Silk Screen 
Printers and Display Association 
is Steadily increasing its member 
ship under the new membership 
drive inaugurated by the presi- 
dent, David Campbell, of John 
Laird 


Research tests 
and tastes 


Tests showed the public might 
think a biscuit tasted nicer 
because it wore a. differently 
coloured wrapper, Harry Henry, 
director, Market  Intormation 
Services, told the Market Re- 
search Society last week, 

A new “penetration test” tech 
nique showed that a product 
might be bought more by people 


News About People—page 127 


who could not accurately remem 
her its advertisement than by 
those who could, said Jack Hay 
dock, director, Masius & Fergus 
son, Ltd 

A questionnaire about Osram 
Bulletin was printed on yellow 
paper because an American re 
searcher believed that colour 
evoked the most replies, said 
Martin Maddan, market research 
manager, General Electric Co 
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More confidence 


in advertising 


Brian D. O’Kennedy, man- 
aging director of O’Kennedy- 
Brindley Ltd., Dublin, told his 
staff at their annual dinner 
that despite the loss of several 
thousand pounds due to the 
seven-week Dublin newspaper 
strike, the agency had another 
record year, and the increase 
in turnover was proportion- 
ately larger than in any year 
since the end of the war. 

He attributed this, in part, 
to growing confidence of Irish 
firms in properly planned ad- 
vertising. 


11 AGENCIES NOW 
IN BDMAA 


more incorporated practi- 
advertising have joined 
the British Direct Mail Advertising 
Association They are McCann 
Erickson Advertising Ltd., Nevin D. 
Hirst (Advertising) Ltd. and Saward 
Baker & Co., Ltd. This brings the 
total of B.D.M.A.A. agency-mem- 
bers up to 41. 
Other users of 
have joined the 
Potter & Clarke 
ing chemists) and 
national Ltd. 
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Ltd. (manufactur 
Fime-Life Inter- 


. 
Grocers given 
PR briefing 
riefing 
Members of the Federation of 
Wholesale Grocers at a press con- 
ference in London called to mark 
the opening of their public relations 
ind advertising campaign were told 
to conduct press relations, 
ilso saw a film about the 
daily routine of a provincial news- 
paper, “Gone to press,’ which was 
loaned by the Wolverhampton 
Express and Star. 
The conference 
he press and 
department of — the 
gents, Napper, Stinton, 


was organised by 
public relations 
Federation's 


Woolley 


bus-back, 
May I. 


Lid.. by Stan Krol, this 


ondon buses on 
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Club News 


London 


Price cutting 


People with any skill 
or in organising sales effort can 
never be beaten by a competitor 
who relies only on price competition, 
D. R. Griffiths, director, Incorpor- 
ated Sales Managers’ Association, 
told the Publicity Club of London 
on Monday. 

He said that price competition 
was a poor way of selling and in 
general it did not serve the public 
interest. FE vide nce from consumer 
organisations showed that they 
much preferred to buy on some 
other factor than price, and with 
some guarantee of quality thrown 
in. 

Mr. Griffiths attributed the wide- 
spread fear of price competition to 
the fact that British industry was 
desperately short, at top policy- 
making levels, of men with skill in 
selling. 


Gala raises £346 
for NABS 


The gift competition at the Pub- 
hicity Club of London Gala raised 
£346 Ils. 

Iwo ladies largely responsible for 
this result were Miss Gladys Ensor 
(W. S. Crawford Ltd.), who again 
handled the ticket selling side of 
the competition, and Mrs. Pat 
Malcolm (The Robert Freeman Co., 
Ltd.), hon. secretary of the Gala 
committee, who, under the chair- 
manship of Robert Brandon, organ- 
ised the collection of gifts from 
more than a hundred national 
advertisers, 


In brief e*ee 


Kay Murphy addressed Coventry 
Publicity Association on how direct 
mail helps manufacturers, retailers 
and salesmen. .. . Members of the 
Advertising Club of Oxford were 
invited to try making paper by hand 
following a talk by G. T. Stanyer. 

. » Something like £150 million is 
now spent annually on advertising, 
L. FE. Room, director-general of the 
Advertising Association estimated 
ina talk to Cardiff Publicity Club. 
ae Leaper, general secretary, 
Solus Outdoor Advertising Associa- 
tion, told Bristol Publicity Club that 
in the new Merchandise Marks Bill 
Parliament was giving legislative 
backing to the voluntary campaign, 
initiated by orgamsing advertising 
many years ago in favour of “Truth 
in Advertising.” ... Cr. C. E, 
Worthington, senior vice-president, 
gave his __ fellow members of 
Leicester Club his views on Ameri- 
can retailing. ... Major Alan Simp- 
son, public relations officer, 
Northern Command, told the Pub- 
licity Association of Bradford that 
it was the British soldicr who made 
the Army attractive. 


in selling 


Peer “a e ae = rR oa 
me ee 16 — 
a ‘ 

p — | i 
3 Hh a 

o ( gutsi? t PRL TTT 

Bing | > a : 

we ~lonp, —— ) a 

ie 

*, Lid. 

i 996° 9698 

us 

a 

ig ; 2 hi ~~. "** * tig ¥ > ee: . a ey © Zi ‘ MA -~ h th ak, “ ‘ 

Fs Pathion’s ~~~ Be ar @ * ¥ a “(ee the bedvomss >i 

a ead: ttakn! —_— 9 ise ’ g So es ee me ar Boe Fash shion readers Pp. 
fe VAY oo 

- ns NET SALE IN EXCESS OF 50,000 A MONTH The National Magazine Co. Ltd., 28/30 Grosvenor Gardens, London, S.W.1 


APRIL 16, 1953 ADVERTISER'S WEEKLY 


PROGRESS OF A 
QUALITY NEWSPAPER 


JANUARY - - = 977,176 
KEBRUARY  - 994.441 
MARCH - - I,O04 


da ) 


OTHING sensational, no_ big 
money competitions as a shot- 

in-the-arm to inflate sales, buta steady 
advance based on solid readership. 

This month, when many can 
afford an Easter holiday abroad, sales 
may be a little down. But in May 
a return to an upward trend can 
safely be predicted. 

With a quality newspaper—and 
the Daily Telegraph has the largest 
quality circulation in the country— 
advertisers can be sure of a shop 
window in which every reader looks. 


Che Daily Celeo 


The paper people trust 
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Congratulations 
; Advertiser’s Weekly 
a on your 40th birthday ! 


g G 
3 Breetings to an up-and-coming youngster from two lively 
j old-timers, now well past their golden jubilees. 


Your have served our business of advertising well since 
your first issue in April, 1913, we know, as readers and 


advertisers in your pages these many years past. 


May you go from strength to strength ! 


Life begins at 40 .... take it from us! 


THE DRAPERS’ RECORD MEN’S WEAR 


Founded 1902 


Head Office: Branch Offices: 
KINGS BOURNE HOUSE Manchester Leicester Leeds 
229-232 High Holborn, London, W.C.2 Glasgow Birmingham Belfast 
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Our 40° Birthday 
Number 


N this and the following pages, 

ADVERTISER'S WEEKLY, on the 
occasion of its 40th Birthday, 
presents a series of authoritative 
articles which give a comprehen- 
sive picture of British advertising 
to-day. 


HE opening article by Hubert A. 

Oughton records the achieve- 
ment of advertising and outlines 
its aspirations. Mr. Oughton, 
whose 40th anniversary in advertis- 
ing falls, by a happy coincidence, 
in the same month as our own, 
tells how advertising has raised its 
own standards and helped to im- 
prove the living standards of the 
community. 


UBSEQUENT articles describe 

the great variety of services 
and media now available to adver- 
tisers and discuss how these can 
be used to best advantage. 


Contents 
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ADVERTISER'S WEFKLY 


Advertising and Society 


How British 


advertising has 


met the 20th century challenge 


reasons, to contribute this article to 

the fortieth anniversary number of 
ADVERTISER'S WEEKLY. Not the least of 
these is that by chance I am celebrating at 
the same time the fortieth anniversary of 
my own entry into the profession! 

ADVERTISER'S WEEKLY was born in 
what we might well call the most significant 
year of this century, at least as far as Great 
Britain is concerned. For 1913 marked the 
end of an era. It was the last full year of 
an age whose like—for better or for 
worse—we shall not see again. In a few 
months’ time the most terrible war in 
history was to loosen every brick in our 
social structure. It was to begin the 
democratising of the nation—in the truest 
sense of that phrase—a process which has 
continued with ever-growing momentum; 
thereby steadily enlarging the ambitions 
and the power of “the masses” to enjoy a 
fuller and freer life. At the same time, the 
march of science (always quickened by 
war) together with vastly increased produc- 
tion-means, was to begin transforming the 
static world of yesterday into the dynamic 
world we have known ever since; pro- 
gressively expanding our ways and means 
of living. 

But these two influences were not 
enough in themselves to establish the 
standards of life which our whole popula- 
tion enjoys to-day. Something was needed 
to bridge the gap between the increasing 
consumer market on the one hand and the 
products of applied science on the other 

That something was — Advertising. And 
as we see it in true perspective to-day, it 
could have been nothing else. 

Such was the challenge as well as the 
opportunity which came to us a few short 
years after the WeeKLy was founded, and 
out of which there grew, from what was 
little more than an ill-organised trade, the 
great industry and profession of modern 
advertising. 

If | were asked what I consider one o! 
the most striking aspects of the progress 
advertising has made in the intervening 
years, I would say at once that it is the 
way in which it has deserved that pro 
gress. I can think of no comparabl 
business or profession which has bee: 


I AM very glad indeed, for several 


By H. A. OUGHTON, 


President, Institute of Incorporated Practitioners in 
Advertising. Chairman and Managing Director, 
W.S. Crawford Ltd 


so intent on putting and keeping its own 

house in order. 

After all, advertising started as a purely 
commercial affair, with no greater claim 
for itself than the slogan “It pays to 
advertise”. And, of course, it is a vital 
element of commerce to-day. Yet, thanks 
to the consistent idealism of successive 
leaders, it has rendered social and economic 
services to the community which are not 
merely to be judged in terms of pounds, 
shillings and pence. And it has made of 
itself a disciplined and organised body, 
governed by strict precepts — through its 
own efforts and initiative, and with a 
minimum of government legislation. 

It is the shortness of the time in which 
all this has been achieved which must 
strike us so forcibly. For what is forty 
years in these matters’? Medicine, law, 
architecture and other such activities have 
taken far longer in the building-up of thei 
professional integrity and codes of service. 

I can recall, as well as many of you who 
are reading this, that up to forty —thirty- 
five —years ago most agencies were little 
more than “space-farmers”. They took 
what business they could get —often 
simultaneously from advertisers in Ccompe- 
tition with each other. Copy and layout 
were prepared by copy clerks, to be set up 
by the newspapers. “Art-work’, if re- 
quired, was done either by a hack “com- 
mercial artist” on the staff, or bought 
from an outside commercial studio at 
prices ranging generally from 7s, 6d. to a 
guinea per sketch. To the quality of 
“creative work” surprisingly little concern 
was given. “Schedules” were sometimes 
influenced by the varying degrees of com- 
mission allowed to the agent by the news- 
papers, which could actually range from 
7) per cent plus 2) per cent cash from the 
“stronger” papers, to 20 and even 25 per 
cent from the “weaker” ones, Moreover, 
the long fight to get the newspapers to 
declare their net sales had met so far with 
only limited success 

Nor were many agents particular as to 
the qualifications of the products they 
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VISCOUNT ROTHERMERE 
says— 


By integrity advertising must 
protect public interest 


AM happy to send my whole- 

hearted congratulations to 

ADVERTISER'S WEEKLY on the occasion 
of its 40th Birthday Number. 

The story of these forty years is one 
of tremendous progress—and nowhere 
more so than in our own industry. 
Advertising to-day has achieved a posi- 
tion of vital responsibility. It shoulders 
a status and wields an influence that 
would truly have staggered our pre- 
decessors of forty years ago. 

One of the outstanding features of 
the advance of British advertising in 
that time is the way in which its rise as 
a protector of the public interest has 
fully kept pace with its development as 
a commercial factor. 

Behind this is the unfailing realisation 
of the basic principle—integrity. Te 
this, beyond all skills and techniques, 
British advertising owes its present 
place as a great force in the life of our 
country. To this it must pledge its 
future. 

I said soon after the end of the 
second World War that I felt the only 
right attitude was to get business 
running again as fast as possible, so 
that goods would get back into the 
shops. 

It has not been easy. There have been 
disappointments and set-backs. But, by 
and large, that is what is happening 
now. We are back in an era where the 
cut-and-thrust of day-to-day competi- 
tion allows the seller full scope for 
initiative and enterprise and affords the 
buyer freedom to exercise of his own 
judgment and powers of selection. 

p J feel that amid such conditions 
British advertising is offered a great 
opportunity. Lam sure it will grasp it 
and show the zeal, ability and public- 
spiritedness for which it is to-day rightly 
honoured. 
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advertised, or to the veracity of the claims 
they made. Indeed, there was little 
beyond conscience and common sense to 
Stay their pens. The interest of Parliament 
in this matter was so feeble, that bills to 
introduce partial control of proprietary 
medicine advertising failed in 1931 and 
again in 1936 to reach a second reading in 
the House ! 

But this is not a history. I am concerned 
with certain important aspects of our pro- 
gress, which begin to assume a new 
interest as our viewpoint widens with the 
years. And among these I give high place 
to the development of the expert and the 
specialist on the agency staff. This move- 
ment had a much greater influence on the 
Status of advertising than we have perhaps 
realised. Indeed it was fundamental. All 
the time that the agency personnel was 
made up on the “‘booking-clerk” level, the 
quality of its work and judgements about 
advertising was no better than that of the 
client. And nobody expected it to be any 
better. I am not saying anything deroga- 
tory about the agency staffs of those days, 
who were as good and industrious a body 
of men as any other. What I am saying is 
that they possessed no “mysteries of their 
trade’. There was little they could do that 
the client couldn't do himself (and very 
often did!). There was little they knew 
that he didn't. 


* * * 


The case for the experts arose naturally 
from the almost sudden new demands 
which were being made on advertising when 
swollen wartime production was des- 
perately secking peacetime outlets — and 
when, moreover, the manufacturer was 
further encouraged to advertise by the fact 
that he could offset such ex»enditure 
against Excess Profits Tax as a legitimate 
business charge. The advertising agent 
thus had to address himself much more 
seriously to “getting results”. And he was 
suddenly, much busier. Might it not be, 
therefore, that since advertisements were 
made by writers and artists, he should set 
about getting men with special talents in 
these directions? And should he not put 
full-time experts in charge of various 
other departments—each with a single job 
to be responsible for? 

These were sound practical arguments. 
To-day, we are all accustomed to believe— 
and rightly—that the coming of the pro- 
fessional copywriter and the professional 
layout. man brought about a steady 
improvement in the creative quality of 
advertisements. So it did. But we can see 
clearly now that these and other experts— 
the printing buyer, the blocks manager, the 
heads of research and marketing—all con- 
tributed to give to the agency what it had 
never enjoyed before—authority! And that 
without such claim to authority there 
could be no status or respect—and no 
achievement. 

Advertising was not to lack men of 
vision among its leaders. There were men 
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arising who began to form an entirely new 
conception of the agency. They foresaw 
the day when agency and client would 
meet on equal terms—and when the client 
would habitually be deeply impressed by 
the technical knowledge and expert skill of 
the agency. It became more and more 
obvious to those who took the wide wise 
view, that there was no limit to the respect 
and influence the agency could hold if it 
developed its specialised services, and 
ceaselessly improved its artists, writers and 
typographers. The stock-in-trade of the 
advertising agency is the people in it, 
they began to see. Its power is exactly 
measured by its personal abilities. 

Of all the principal members of the 
modern agency staff, none has become 
more important as the result of this 
specialisation than the ‘‘account-executive”’. 
At one time an all-rounder who could 
“turn out” copy and layouts, later some- 
times a mere courier between agent and 
client, he is now in a position of unique 
responsibility. My late chief, Sir William 
Crawford, used to tell his executives 
“You have got one job—and that is to 
think—on behalf of your clients’. 

With a full range of expert departments 
and services behind him, with first-class 
creative work to call on, and enjoying 
much greater respect and attention from 
his clients than existed before recent times, 
the senior executive (there may be several 
in the firm) is the king pin of the modern 
agency. I stress this, because it brings us 
back again to the close modern relationship 
between agent and client. The executive 
to-day often takes a considerable share in 
shaping the business strategy of a client 
strategy which is on a broader scale than 
that of the advertisements which are part 
of it. In other words, the agent is to-day 
much more than that—he is a counsellor. 


* * * 


Specialisation has played a_ reflected 
part, also, in the valuable work of those 
two fine bodies, the Advertising Associa- 
tion and the Institute of Incorporated 
Practitioners in Advertising. Through the 
examinations for its diploma, the former is 
able to guide young men and women into 
good careers as experts in many branches 
of advertising, where once upon a time 
careers were poor or non-existent. The 
watch and ward kept by the Institute in 
maintaining a high level of professional 
conduct among agents, must have owed 
much of its success to the fact that agents 
to-day compete in their work and service, 
and no longer in canvassing and commis- 
sion-sharing! 

This is not to discount the Institute's 
wonderful history in this field, which has 
assured, through so many years, standards 
of conduct hardly surpassed in other pro- 
fessions. To-day there are over 100 Fellows 
and over 500 Associates of the Institute— 
all fully qualified members of a com- 
paratively new profession. 

The two other aspects which cannot be 
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VISCOUNT KEMSLEY urges— 


Never forget those 
ardent pioneers 


ITH the greatest goodwill, I send 
my congratulations to ADVERTISER'S 
WEEKLY on its 40th Birthday. 

Birthdays provoke reminiscence and 
it is a sobering thought that few can 
look back on such a long personal 
association with the business of adver- 
tising as I can. Advertising has, I 
suppose, a history as long as civilisation, 
but it was during the latter part of the 
19th century that its true function and 
purpose began to be discussed and its 
techniques studied and developed. At 
the beginning of the century we, who 
had firm faith in the possibilities for 
good that lay in the proper use of 
advertising, were small in number, but 
we had no doubt as to our goal. 

It has therefore been a great grati- 
fication to me to observe during the 
present century the degree to whick, in 
ever increasing numbers, men of vision, 
ability and public spirit have devoted 
their talents to advertising so that to- 
day it has become the highly organised, 
technically expert and widely respected 
profession we now know. It was my 
good fortune to count the pioneers 
amongst my personal friends and to 
witness the birth and the small begin- 
nings of many of those agencies which 
have now a national and an inter- 
national reputation. In the glamour and 
glory of its present manifestation I 
hope that those who lead in the field 
to-day will not forget those ardent 
pioneers who in the face of many 
obstacles and great difficulties laid the 
foundations of the present of which we 
are all so proud. 

In that process of growth Apver- 
TISER’S WEEKLY has played an important 
part. It has focused opinion and pro- 
vided a service from which advertisers, 
agents, publishers and others have con- 
tinuously benefited. It can be proud 
of the part it and the interests it repre- 
sented played during the war when the 
country as a whole was able to learn a 
new lesson of the value that advertising 
can be to the community. It can be 
proud of the manner in which the prob- 
lems of advertising in the difficult 
conditions of post-war stringency were 
studied. It can be proud of the fore- 
sight with which it prepared for the 
better times which we hope are now 
upon us. 
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over-estimated in this appraisal of the past 
forty years are, of course, the creative one 
and market research. And in the striving 
for ever better and more effective creative 
work, this country has shown itself second 
to no other in aptitude and imagination. 
This is surprising, considering we are not 
supposed to be “‘artistic’’. We are fortunate 
that such outstanding personalities as 
Stanley Morison and the late Eric Gill 
bear the name of Englishmen—and there 
are others such in the field. 

Out of the old days of advertisement- 
setting by newspapers, we have created an 
entirely new ancillary industry of special- 
ised type-founding and setting. We have, 
in the opinion of many, established a name 
for advertising flair surpassing that of 
America—whose reputation has always 
been earned on glossy paper in five-colour 
spreads, while ours has had to shine for 
twelve years mostly from restricted spaces. 
The public eye as a result falls to-day, 
almost everywhere it turns in Britain, on 
beautiful typefaces and intelligent designs 
(though there is still far too much bad 
work to be seen). 

Copy today is done with skill and care 
by professional advertising writers, and 
the advertising artist is more and more 
one who has dedicated all his gifts to this 
specialised field, and not “‘a real artist who 
has to do commercial stuff for money”. 

As to market research, I shall never 
cease to be surprised when I think of the 
days not so long ago, when we were con- 
tent to know so little. In changing all this, 
and at last studying our media and our 
consumers as they should be studied, the 
agencies have shown judgment as well as 
initiative. We have avoided—quite wisely, 
I think—the extremes of copy-rating and 
other American devices, but I still do not 
feel we know enough about markets and 
media even at home. And I am quite 
certain we do not know nearly enough yet 
of these matters in many foreign countries. 


* * * 


I have tried thus far to analyse one or two 
points in the progress of British advertising 
during our period. I want now to examine 
briefly the part advertising has played in 
building up the living standard we enjoy 
to-day—the “social and economic conse- 
quences” of advertising. We who have 
spent our lives in the business know these 
by heart, but they are as yet insufficiently 
appreciated by students of social and 
economic affairs. 

Let us cast our minds back to the Britain, 
not of 40, but of 50 years ago. Those were 
the days when the upper and middle classes 
lived in what they regarded as solid com- 
fort, but which would be deemed hardship 
to those of equivalent income in 1953. 
Poverty was widespread, and the way of 
life of the wage-earning ‘“‘masses” ran in a 
narrow groove to which it was confined 
both by low buying power and by the 
absence of many amenities accepted now 
as the right of all. 


ADVERTISER'S WEEKLY 


The development of electric power, with 
all the benefits it has brought by way of 
easier and pleasanter living, was in its 
infancy. Radio was a scientists’ dream, 
the motor car a lumbering juggernaut and 
a toy of eccentrics. Labour saving devices 
for the home, as we now know them, were 
unthought of. Clothing, except for the 
well-to-do, was drab and unaesthetic. 
Standards of public and personal hygiene 
were generally low. Foreign travel was 
the privilege of the few. There were no 
cinemas. Food, if good in quality, lacked 
the variety made possible by modern 
methods of processing and preservation. 


* * * 


To-day, how different is the picture! 
Amenities lacking then are now taken as 
a matter of course. Our lives, whether or 
not they are happier, are certainly healthier 
and more comfortable, and are enriched by 
an infinite diversity of products and ser- 
vices, available directly or indirectly to 
everybody. 

Primarily, we owe these aids to civilised 
living to our scientists, to our technologists 
and to the enterprise of our industrialists. 
But without advertising —especially the ad- 
vertising of branded products—they could 
never have become universally enjoyed. 

For advertising works in two comple- 
mentary ways. It makes known the avail- 
ability of new products and services, and 
by making them known creates the demand 
for them. The demand in its turn makes 
mass production profitable, and enables 
producers to supply at prices the masses 
can pay. 

Thus, by creating the desire for 
amenities, advertising reinfordég the 
efforts of the social reformers who seek 
on moral grounds to raise living 
standards. It is one of the ironies of 
life that these very reformers so often 
turn and bite the hand that has provided 
a material incentive to obtain for them 
the support of public opinion. 

These benefits can only fully accrue to a 
country if it has, as Britain has, a virile 
advertising industry of sound integrity. 

Supposing that a manufacturer is about 
to launch a new domestic appliance. It 
will lighten the housewife’s work and save 
her money; it will keep twelve hundred 
workers in regular employ —if he can 
ensure ready and continual sales, He can 
invest twenty thousand pounds as an 
advertising appropriation in the opening 
year. Not much—but more at this stage 
might be uneconomic. With a good 
modern agency at his service, and sound 
media, that money is spent to utmost 
effect. Ina country where advertising and 
media are ill-organised and inexperienced 
(as they were here ‘n the year ADVERTISER'S 
Weekty was founded) such a venture 
might have been a costly failure. 

A sound advertising industry, then, is 
a positive asset to a country, saving 
money and waste, ensuring continuity of 
employment and always lifting a little 
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F you're selling socks, underwear, shaving sticks or any of the 

hundred-and-one things needed by men, there’s a market 
through WOMAN as rich, if not richer, than anything you've 
tapped so far. 


Every week WOMAN readers are out buying for their menfolk. “But what is 
the best—what will he like?" By answering these questions—by advertising the 
products made for men—you are assured of a ready hearing. Women trust 
WOMAN. That is why its latest A.B.C. circulation figure is a world record 
for any women’s weekly magazine—2,370,865—with a present net sale far 
in excess of this. That is why it has become the most dominating advertising 
force in Britain, to women buying for themselves, their homes and for their 
families. So, whatever your product, think—should it go in WOMAN? The 
chances are that it should. 


, HERE ARE THE FACTS... 5 ae 


BUY THE BUY BUY THE | BUY THE 
TOOTH- THE RAZOR SHAVING 
BRUSHES SHIRTS BLADES SOAP 


Full details of these and other items are contained in the latest Odhams Research 

Booklet ‘WOMAN’" READERS BUY FOR MIN If you require further 

detailed information on any point dealt with in tus Booklet please write to 

or telephone Harris Kamlish, Advertisement Director, Odhams Press Limited, 
96 Long Acre, London, W.C.2. Lemple Bar 2468 
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EDWARD HULTON says— 


Readership survey now an 
indispensable instrument 


T gives me great pleasure to add ms 

own message on the fortieth birthday 
of ADVERTISER’S WEEKLY fo the huge 
flow of goodwill which will be pouring 
into vour office. 

In the history of advertising, the last 
forty vears have been so packed with 
importance that it would be difficult to 
imagine an anniversary more worth 
celebrating. They are the formative 
vears— years in which advertising, from 
humble and occasionally disreputable 
beginnings, has achieved the status and 
dignity of a profession. 

I hope you will forgive me if 1 con- 
fine my remarks to that one aspect of 
the advertising scene with which I have 
had the good fortune for a number of 
vears to he fairly closely acquainted; 1 
refer to that relatively new, but domi- 
nating, branch of advertising, the 
readership survey. 

It was the advertising agent himself 
who forced the pace upon the pub- 
lishers. For it was he who, in an attempt 
to break away from the old conception 
of agent as “space-broker” first: de- 
manded detailed information about the 
circulations of the papers and magazines 
in which he was buving space. But, 
important as they were, circulation 
figures did not tell the whole truth. If 
it was important for an advertiser to 
know how many copies of his advertise- 
ment were being printed, how much 
more important was it for him to know 
how many people were actually reading 
that advertisement? 

Not until the middle thirties were 
readership surveys first seriously con- 
ducted in this country; and it was only 
towards the end of this period that anv- 
thing in the nature of a regular survey 
made its appearance. 

To-day the readership survey is an 
indispensable instrument of space-buving 
and schedule-planning: and it is a 
source of pride to me that in the seven 
years during which it has been working, 
the Hulton Research Organisation 
Should have been able to play such a 
prominent part in helping to forge, not 
merely the instrument itself. but the 
confidence and skill with which adver- 
tisers are nowadays able to handle it, 

My congratulations and best wishes! 
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higher the standard of living. In the 
export trade it is invaluable to a manu- 
facturer that he can call upon advertising 
which, in all its facets, is as good as the 
goods he makes. 

Of the social benefits deriving from the 
high efficiency of British advertising, I 
need only quote one of many—Diphtheria 
Immunisation. In the ten years between 
1941 when the campaign began, and 1951, 
the number of deaths from this illness fell 
steadily to Jess than one-tenth. The 
resultant estimated saving to the National 
Health Service (which means the Ex- 
chequer) was £2,000,000 a year. The 
advertising expenditure in 1946-50 was 
£30,000. Incidentally, the relief to nurses 
and doctors, already over-strained, should 
not be overlooked. 

Such an example is prosaic, though 
deeply impressive. If we want to see in 
just proportion the place of British 
advertising as “an element in_ social 
stability’, and as one of the outstanding 
resources of the nation, we have only to 
reflect on the uses to which it has been put 
by successive governments. 

No other country in the world has so 
widely employed its advertising industry to 
assist peace-time administrative action as 
Great Britain. 

We can ask no higher testimonial. 


* * * 


If what I have said sounds rather com- 
placent—that is not unintentional. For I 
am reminding you of how much has been 
achieved in our profession through /eader- 
ship and vision; particularly by those who 
saw our responsibilities and destiny in a 
big way. And I wish most earnestly to 
suggest that there is just as much need 
for that outlook to-day. 

The price of liberty is eternal vigilance. 
So is the price of progress. And there is a 
tendency at all times to fall back on our 
laurels. We can never relax. Our brains 
must always be on the job, and our ideals 
kept bright. I am concerned, as so many 
of us are, at the amount of crude, ugly 
advertising which still appears — par- 
ticularly on the hoardings. I sometimes 
think that we are even slipping a bit. 
That is entirely due to an easy shrugging 
of the shoulders—the “‘oh, well!” attitude. 
And the present fine position of advertising 
was not attained that way and will not be 
kept that way. Our work and our service 
should always be a bit better than it need 
be. 

Another thing which disturbs me just 
now is the renewed ambitions of some of 
the press to secure enormous circulations 
at the expense of readership values. You 
may say that is nothing to do with the 
advertising agents. But indeed it is. 
Advertising is to-day strong enough to 
protest the truth, which is that the medium- 
value of a newspaper is no longer to be 
assessed by how many people read it, but 
by who reads it. This is not a matter of 
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morals. We must simply affirm that the 
type of person who is lured into buying a 
paper because of salacious pictures and 
stories does not make up the type of circu- 
lation our clients want. 

Some time in the not-so-far future we 
shall be having sponsored television in 
Britain. Already, as we know, it has 
proved an immense force in America and 
is likely to confront advertisers and agents 
with some unfamiliar problems. Of one 
thing we are assured, however—we are 
unlikely to suffer here the vulgarity that 
confronts the American viewer. At its 
Silver Jubilee Dinner in November 1952, 
I was able to announce that the Institute 
had placed its services at the Government's 
disposal, to ensure that the standards of 
television advertising were kept on the 
same level as in other branches of the 
profession. 


* * * 


There is one matter to which I feel com- 
pelled to refer in relation to the richness of 
service provided by the modern British 
agency. It is—the scale of remuneration 
by the newspapers. An agency is a far 
more costly institution to run than it was 
in 1939. Salaries alone account for nearly 
9 per cent of total turnover. And yet a 
newspaper commission of 15 per cent is 
by no means universal even now. _ It was 
universal in America, I might remind you, 
during the years before the war. With all 
the increasing complexities of his organisa- 
tion, with all the high standards of service 
he has developed, the agent is allowed on 
an average only 2} per cent more by the 
Press for the advertising that it places, 
than in 1939, and in a few cases no more 
commission than in those early days. Iam 
glad, however, te record that in recent 
months more than 100 papers have brought 
their agency commission up to the 15 per 
cent level. 

As to the future, it is sad to think that 
modern advertising, which first emerged 
from under the clouds of war, should still 
be hampered by the threats of new wars. 
It is hardly possible to imagine the degree 
of prosperity all classes would be enjoying 
to-day, if it were not that in this single year 
alone we have to spend no less than 
£1,496,760,000 on the defence of our 
freedom. Without this incubus hanging 
over all the nations, advertising would fill 
its full place as a needed and benign 
instrument of trade and happiness. It 
would smooth the way to a maximum of 
commerce and enable the consumer to buy 
the best things and enjoy the best things 
in every country of the earth. 

As it is, we must continue to defend 
that freedom, without which there would 
be nothing left for us, certainly no adver- 
tising. The Great International Advertising 
Conference of 1951 was well-named “The 
Tasks ef Advertising in a Free World”. 
Long may we be free to face those tasks. 
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HE main difference between 

a modern advertising 
agency and any other is, I 
think, one of “approach.” 

The “copy and layout ap- 
proach” has largely been super- 
seded by the “marketing 
approach.” This means—if one 
accepts the definition of “mar- 
keting” as “the whole process 
of moving goods from the 
factory into the consumer’s 
hands’”—that the modern ag- 
ency has increased both its 
sphere of responsibility and its 
sense of responsibility. 

The modern agency member of 
the 1.1.P.A. is no longer content 
to produce a bright, but possibly 
irrelevant, visual result; it must 
ensure that a sound marketing 
plan is first established, and that 
the fihal visual result then con- 
forms precisely to the policy of 
that plan. 

So when a modern agency 
plans a campaign, it follows the 
King of Hearts’ advice to the 
White Rabbit to “Begin at the 
beginning and go on until you 
ceme to the end; then stop’— 
except that the agency doesn't 
stop; because there is no end. 

So let us begin at the begin- 
ning with a product and follow 
the pattern of our planning right 
through to the ever-changing, 
never finishing, ever-reviewing 
operation of a continuous adver- 
tising campaign. 

But do not let us assume that 
it is only the advertising of a 
consumer over-the-counter pro- 
duct that calls for, or warrants, 
a “marketing approach.” No 
matter witat we are advertising, 
whether it be an article, a service, 
or an idea, there is always some 
type of “product,” some type of 
“competition,” some type of 
“potential market” and some type 
of “distribution” that all need 
analysis and study before an 
effective plan can be made. 

For the purpose of our example 
let us assume that we are dealing 
with a consumer product. 


1. THE PRODUCT: 

We must study’ everything 
about the product—how it is 
made and what it is made of; its 
advantages, its disadvantages, its 
name, its packaging, its price: 
and its past, present and potential 
rate of production 

The agency will use this know!l- 
edge primarily as background in 
the preparation of the marketing 
and advertising plan; but owing 
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Planning and Presentation 


to its previous experience of a 
wide range of products, the 
agency can also quite frequently 
give useful advice and help even 
i” this sphere of the operation. 
And if there are some doubts as 
to the retail or consumer accept- 
ance of the product, the agency 
is often called upon to carry out 
tests on various aspects of the 
product in order to assist in solv- 
ing the problems. 


2. THE MARKET: 

Our assessment of the whole 
market, and of our potential part 
of it, is probably the most impor- 
tant section of our plan. On the 
accuracy of our conclusions will 
cepend everything from our rate 
et factory production — right 
through to the appeal of our 
cepy and layouts. 

The size of our potential 
market and its geographical loca- 
tion, income group, sex, age, 
psychological outlook and buying 
habits will greatly influence our 
decisions on the production rate, 
price, packaging and distribution 
of our product and on the bud- 
get, media and appeal of our 
advertising. 

Only when we have full in- 
formation on all these matters 
can we begin to make anything 
like final conclusions in our plan. 
Much of this information the 
client's staff will have from their 
own past experience, much will 
be obtainable from _ published 
statistics, and it is only when 
these sources have been ex- 
huusted, or when there remains 
some doubt as to the accuracy of 
such information, that we should 
consider whether some form of 
consumer research can give us 
the missing answers. 


3. THE COMPETITION: 


“Know thine enemy” was 
never more true than’ when 


“We must analyse our product, analyse our market, 
analyse our competition; decide what we have to say and 
say it in the most striking, memorable—but clear and 


understandable—way we can find. 


If we do—and if our 


analysis is right—our advertising will be a success.” 


THE ADVERTISING AGENCY 


ADVERTISER'S WEEKLY 


plans a campaign 


How a modern agency 


By BRIAN F. MacCABE, 
Managing Director, Foote, Cone & Belding Ltd. 


applied to marketing. We must 
study all the competitive prdé- 
ducts, their advantages, disadvan- 
tages, packaging, prices, distribu- 
tion systems, advertising policies, 
advertising campaigns and point- 
of-sale material. 

We must make the best esti- 
mates we can of their sale figures; 
and if we are dealing with a 
heavily advertised fast - selling 
product, we may well need to 
enlist the help of some of the 
Retail Index and Consumer Panel 
services available. ‘These services 
will usually give us a far more 
accurate indication of our com- 
petitors’ activities than we can 
obtain elsewhere. 

One thing is certain just as 
every military campaign js inevit- 
ably affected by the actions of 
the enemy, so no marketing plan 
ef ours can ever be completely 
successful unless a thorough and 
continuous study of our competi- 
tors’ activities is made, and their 
likely counter-moves assessed. 


4. CHANNELS OF 
DISTRIBUTION. 


The client’s methods of distri- 
bution must be examined, or—if 
it is a new product a study must 
be made to ascertain the most 
economical and effective method 
for his purpose. 

There are four basic methods 
of distribution available—though 
many variations and combina- 
tions of these methods are also in 
use. The basic methods are as 
follows:— 

(a) Direct to the nsumer,. 

(b) Direct to retailers, with or 

without a stafi of salesmen. 

(c) Through whol 

tailers, with « 
staff of salesm 


ers 10 re- 
without a 


(d) Through — sers outlets, 
such as plumb: +s, builders, 
garaecs, el 

Besides being able to give ad- 


vice on the metho’ >of distribu- 


tion from its past « perience of 
other products, the: is another 
reason why the should 
obtain detailed kn: edge as to 
the extent of dis! ution, area 
weaknessess, seaso stock posi- 


tion and so on. ese factors 
will greatly influe the timing 


for launching the advertising 
campaign, the choice of National 
or Regional media, and the edu- 
cation of the distribution chain 
prior to the commencement of 
the advertising. 

To illustrate the importance of 
analysing these factors, one has 
only to remember how often the 
marketing of products has failed 
because (a) a large proportion of 
the advertising expenditure has 
been wasted through inadequate 
distribution—i.e. consumers con- 
verted to the product by adver- 
tising have been unable to find 
the product in the shops, or (b) 
the available budget has been 
spent too thinly over the whole 
country when it could have been 
better spent in one well-stocked 
area with a good sales potential, 
from which one could develop 
progressively, or (c) the adver- 
tiser’s salesmen--and in turn the 
trade have been so poorly 
briefed that they have been un- 
able to ensure that point-of-sale 
material was on show to support 
the advertising, and the retailer 
has had insuflicient product edu- 
cation to convert a potential pur- 
chaser into an actual purchaser. 

In short -inadequate and “un- 
briefed” distribution invariably 
means wasteful advertising; and 
the use (as distinct’ from the 
promise) of advertising to obtain 
distribution is rarely anything but 
a highly expensive and uneco- 
nomical act of despair. 


5. THE AGENCY 

ORGANISATION 

We have examined the various 
types of information that are re- 
quired before we can begin the 
preparation of a marketing and 
advertising plan. But who in the 
agency co-ordinates the collection 
of this information? 

This. I think. is where we find 
another distinguishing feature of 
the modern advertising agency. 
The charming but superficial 
“contact man” has gone. He has 
been replaced by a very different 
type of individual—-usually going 
by the equally odd title of 
“account executive.” 

An account executive is far 
more than someone who “gets on 
well with the client”; he is a man 
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with a clear-thinking brain who 
is well versed in all aspects of 
marketing and advertising 

In the very preliminary stages, 
he and the Director-in-Charge of 
the account wil! do a “digging” 
job. Following a set, but flexible 
agency questionnaire, they will 
obtain all the relevant informa 
tion they can from the client's 
staff. This will be converted into 
a concise, logical form and dis 
tributed to all members of the 
agency's Plans Board for diges- 
tion before the first meeting 

The Plans Board, consisting of 
all the agency specialists directly 
concerned with the account, will 
then meet to examine the brief 
Fach member will indicate any 
additional information he re 
quires before he can make a pro 
per assessment of his section of 
the problem. ‘The account execu 
tive, probably with the specialist 
concerned, will try and obtain 
this information from the client 
or from some independent source 
If it is unobtainable, it will go 
on the list of possible research 
jobs 

At this point a full-scale meet 
ing is usually held between re 
presentatives of the — client's 
organisation and the agency Plans 
Board. During this meeting all 
the information is analysed and 
discussed to ensure that there are 
no inaccuracies or misunderstand- 
ings. Some “first thoughts” can 
also often be aired at a discussion 
of this kind 

By this time the agency should 
have a pretty clear idea of the 
Product, the Market, the Com 
petition, and the Distribution. If 
there are any dangerous-looking 
gaps then it may be necessary to 
postpone further work until re 
search has filled them, but if they 
can be temporarily filled with 
some pretty sound assumptions, 
then work can go ahead and the 
gaps left to be filled later 


6. THE BUDGET 

At this point a promotional 
budget must be estimated. This 
is often one of the most difficult 
sections of the plan. It is 
normally decided by one of the 
following four methods:— 

|. Percentage of pas! or antici- 

pated sales. 

An assessment of how much 
it will cost to achieve a 
given sales target. 

Based on competitive ex- 
penditure. 

4. Arbitrary judgment. 

The disadvantage of method 
(1) is that if sales go down one 
year the budget goes down the 
following year--whereas _ there 
may be excellent reasons for it to 
ge up; and vice versa. But it is 
a safeguard against excessive over 
or under-expenditure 

Although method (3) is always 
taken into account, its disadvan 
tage is that the competition may 
be over or under-expending, and 
vou merely inherit their mistakes 
if you mode! your expenditure on 
theirs. 

Method (4) is usually a 
resort 


last 


[he most satisfactory is method 
(2) qualified by (1) and (3). If 
one has made an accurate anlysis 
ef the preliminary factors, it 
should be possible to estimate (a) 
the cost of the necessary material 
for education of the distribution 
chain and of point - of - sale 
material; (b) the cost of putting 
your advertising message most 
economically —but with adequate 
repetition and  impact—before 
your potential market; (c) the 
cost of any necessary research; 
(d) the cost of any necessary 
public relations activity 

If when this total figure js 
examined it is found to form a 
reasonable percentage of esti- 
mated sales, and bears some 
understandable relation to com- 
petitive expenditure, then it is 
probably not far away from the 
right figure. If it doesn't, then 
we must find out why it doesn't 
Maybe we have been over-ambi- 
tieus from a promotional stand- 
pcint, maybe we have under- 
estimated potential sales, maybe 
the product price is too low, 
maybe it 1s a new product that 
must be launched on a two or 
three year “pay-out” basis——or 
maybe there just isn't sufficient 
consumer demand for the product 
to justify an advertising campaign 
at all! 


7. MEDIA 

In arriving at the budget esti- 
mate, the media specialists will 
already have done a great deal of 
their work of advising on the 
most economical and effective 
method of reaching the potential 


market, so after a review by the 
Plans Board, they will be able to 
prepare their recommendations in 
sufficient detail] for us to brief 
the “creative” staff on the media 
and sizes of space in which they 
have to work. 


8. THE CREATIVE BRIEF 

We must therefore now prepare 
4 more detailed creative advertis- 
ing policy. At this stage it is not 
too difficult. Since we know what 
sort of people we shall be talking 
to; what it is about our product 
they are most likely to prefer; 
where they are most likely to buy 
it and when and how often, it is 
nu great problem to put down on 
paper what it is we want to tell 
them and what it is they will be 
interested to hear, and moved to 
action by hearing 

This putting down on paper is 
most important. Just as we have 
a written marketing strategy, so 
we should have a written adver- 
tising and promotion policy set- 
ting forth our objectives, long 
and short term, the methods we 
plan for attaining them, and our 
reasons for using these methods 

This not only helps us to brief 
artists, copywriters, film men and 
radio people—it is essential to 
keep everyone working on the 
same policy lines. Further, and 
more important, it serves in the 
future to keep our thinking and 
planning on a_ progressive but 
directed basis—it helps to show 
ui where we are going from stage 
to stage. 

After that, all we have to 
decide is the best way of ensuring 
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firstly that the potential custo- 
mers will look at our advertise- 
ments, secondly that they will 
understand clearly what we have 
te say, and thirdly that they will 
believe it. 

That is easily said but, J agree, 
not so easily done. But I defy 
anyone to explain in an article 
like this just how it is done. From 
now on there are no rules or 
formulae — someone wakes up 
screaming with an idea; someone 
picks up someone else’s doodle, 
or someone else’s phrase; or you 
just sweat it out far into the night 
praying that inspiration will 
come. But whatever the idea may 
be, or however that inspiration 
may come, one thing is certain 
it will be checked over point by 
point against the policy brief be- 
fore it will ever get past the Plans 
Board to the client. 

If we can evolve a clever idea 
that will make our advertisement 
more attractive —fine. If it makes 
our message easier to understand 

fine. If it makes our message 
memorable -fine. But if it merely 
attracts people and then ends up 
by confusing them-—we must 
forget it. No clever idea is ever 
justified, if by using it we sacri- 
fice one jota of the clarity of 
what we have to say. 

We must analyse our product, 
analyse Our market, analyse our 
competition; decide What We have 
to say and say it in the most 
striking, memorable—but clear 
and understandable way we can 
find. If we do—and if our 
analysis is right—-our advertising 
will be a success 


EXPORT ADVERTISING 


Insularity is stiil our 


number one problem 


HAT are the export ad- 
vertising problems of 
1953? How do they differ, if 
at all, from those of previous 
years? What have _ British 
manufacturers learned about 
export advertising from the 
experience of eight post-war 
years? 
| must answer these questions 
very briefly, and in doing so 1 
shall lay myself open to a charge 
of over-simplification. This does 
not deter me, because dangerous 
as it may be to generalise, there 
are certain basic weaknesses, in 
cur approach to the problem of 
selling our wares to the foreigner, 
and these cannot be emphasised 
too often. 
What, then, are the export ad 
yertising problems of 1953? 


By ERNEST BIGGS, 


Director, London Press Exchange Ltd., and chairman, Intam Ltd. 


The Number One problem, 
overshadowing all others, is our 
own characteristic insularity. If 
we could overcome this, most of 
the subsidiary problems would 
disappear. 

How do this year’s problems 
differ from those of previous 
years? For the most part, the 
differences are only differences of 
degree. 

But let us examine this béte 
noire of export advertising. our 
national jnsularity. This insu- 
larity is often apparent in the 
manufacturer's attitude of mind 
tewards the problem. In many 
cases he simply shuts his eyes to 


it. There is the managing director 
of a manufacturing firm who 
insists ON seeing every advertise- 
ment issued in the U.K. at every 
Stage in its production. He sits 
i» judgment on the layout, the 
copy, the illustration, the type 
se'ection. When these are all 
adjusted to his liking, he even 
insists On seeing a proof! But 
does he worry about how his 
product is advertised to the 
Peruvians? Not at all. 

He has an agent in Lima to 
whom he grants an extra 3 per 
cent over and above the usual 
trade terms. This is “to pay for 
advertising.” How the product is 
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the thousand ! 


ALL ABOUT THE AREA SERVED 
BY THE EXPRESS AND STAR 


a> ' STAFFORD 
3 =”) SHROPSHIRE ! STAFFORDSHIRE 


SHREWSBURY e a  CANNOCK 


WELLINGTON Fy @ LICHFIELD 
a 


- / 
The area is the Black Country and ; ‘ ““ WOLVERHAMPTON 
Shropshire. It extends for 800 bed e 
» WALSALL 
square miles into™ Staffordshire q BILSTON 
towns renowned for their industrial WEDNESBURY 
efficiency and into important agri- BRIDGNORTH ‘ OUOLEY 


OLD HILL 


cultural districts of Shropshire. In ’ 
STOURBRIDGE e 
e 


this compact and thickly populated 


area, the Express and Star with 


branch offices in ten centres, cir- 

: The purpose of this modest little publication is to present in simple 
RES GH TORRES Caples Gee straightforward form, all the information available, or obtainable, about 
day. The flat rate of 35- per the area served by the Express and Star—the 800 square miles of the 


single column inch is the best Black Country and Shropshire. 


It contains thousands of up-to-date facts, neatly tabulated under headings, 
dealing with the diverse industries, retail outlets, populations, local habits, 
evening newspaper. circulation analysis etc. 


EXPRESS s STAR 


HEAD OFFICE WOLVERHAMPTON 


value offered by any provincial 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET C4 TELEPHONE: CENtral 6820 
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advertised (if indeed it is adver- 
tised at all) is not our manu 
fucturer’s concern He has 
blithely absolved himself from al! 
responsibility by the simple act 
of granting 3 per cent “advertis 
ing discount.” He doesn't want to 
become involved in any process 
of building goodwill among the 
Peruvians lo him they are 
all “damned dagos” anyway. He 
knows nothing about the Peru 
vian public and doesn't want to 
learn. So long as the usual order 
comes along once every six 
months and the “advertising dis 
count” is enough to keep the 
agent sweet, our manufacturer Is 
happy. This is British insularity 


Pays the piper 
and calls the tune 


There is another kind of manu 
facturer whose insularity takes a 
different form. He insists, very 
rightly, in assuming responsibility 
fur developing his business by 
advertising in the foreign terri- 
tory. But having decided to pay 
the piper, he makes the fatal 
mistake of calling the tune, And, 
of course, it must be a British 
tune. ‘The same British adver 
tisements which have proved so 
successful at home appear in due 
course in English language news 
papers in Canada, South Africa, 
Australasia, the West Indies and 
the Far East. 

What is right for Britain must 
be right overseas, says this manu- 
facturer. It matters not that the 
exquisite turn of phrase which 
delighted the readers of The 
Times is quite unintelligible to 
the man in Barbados: if the 
African in East Griqualand does 
not respond to the humour of 
that advertisement which charmed 
the readers of Punch, well, it is 
just too bad 

It is, indeed, too bad; too 

appallingly bad. Yet it is a 
fact—and anyone who studies 
the overseas press can easily 
verify this that many British 
advertising campaigns are 
appearing in overseas publica- 
tions without the © slightest 
attempt to adapt them to their 
different environments. At best 
such campaigns are ineffective; 
at worst they are either ridicu 
lous or positively offensive. 

It is true, of course, that most 
successful advertising themes are 
basic, in that they appeal to 
emotions which are common to 
all humanity. There is a vast 
difference, however, in the way 
such themes must be interpreted 
if they are to be effective in 
foreign) markets. This job of 
interpretation demands more ex- 
pertise than any other job in 
advertising. Wt calls for a vast 
fund of experience of peoples 
and markets. In most overseas 
territories the advertiser 1s operat- 
ing in a field where the social, 
spiritual and economic atmos- 
phere is utterly different from 
anything experienced in this 
country, and no two markets are 
exactly alike. 

It is essential that the adver- 


tuser in foreign markets should 
have as his advisers people with 
an intimate and first-hand knowl- 
edge of the tastes, habits. tradi- 
tions and prejudices of the people 
to whom he is trying to appeal. 
this sounds absurdly elementary, 
but it is still a long way from 
being generally accented The 
fundamental weakness of a great 
deal of British advertising in the 
foreign press is that the theme 
has been badly interpreted——or 
worse still—not interpreted at all 

There can be little doubt that 
the most effective overseas adver- 
tising campaigns are those which 
have been produced by a good 
British advertising agent working 
in intimate collaboration with an 
equally good local advertising 
agent in the territory 

This ensures the best of both 
worlds the technical excellence 
of British creative thought and 
talent (and such technical excel- 
lence is not to be surpassed in 
any country in the world) com 
bined with the local advertising 
agent's intimate understanding of 
the people who comprise the 
market The Dettol advertise- 
ment reproduced here is a good 
example of this kind of co- 
operation Incidentally under 
this method the advertiser bene- 
fits by having the collective 
brains of two advertising agencies 
for the cost of one, but this is 
only one of many advantages. 
When it is applied to a number 
of different markets at the same 
time, it provides a simple means 
of centralising control of adver- 
tising policy. It can also effect a 
considerable saving in production 
costs 

I have 
advertising 


said that the 
problems — of 


export 
1953 


differ only in degree from those 
of previous years. In short, the 
seller's market is a thing of the 
past and jt is more important than 
ever to make effective every 
penny spent on cultivating foreign 
markets. Let's face ut, “Made in 
Britain” has lost just a little of 
ifs Magic, too [his 1s regret- 
tuble, but true. Besides this, the 
unconscionable delays 
and broken promises of recent 
years have done nothing to en 
hance Britain's commercial pres- 
tige. Meanwhile industrialisation 
is proceeding apace in new 
continents like Australia and 
Africa, and we are faced with 
keen competition from the heavy 
industries of Western Germany, 
tu say nothing of the threat of 
the “shilling shirt” from Japan! 


delivery 


Have exporters 
learned anything ? 


Have British exporters learned 
anything about export advertis- 
ing during these eight critical 
post-war years? | wonder. 

Of course there are a few very 
big British concerns with little or 
nothing to learn. They have been 
doing a very sound and ever 
increasing export business for a 
generation or more, advertising 
consistently and well in a vast 
number of foreign markets. 
Their names are household 
words around the world. 
Again there are a few small 
and medium sized British 
manufacturers who have 
really got to grips with the 
problems of overseas mar- 
keting and advertising in 
recent vears and have in 
some cases built up big 


English reads as follows :— 


are too small to be seen. 
insects. 


some DETTOL on it. 
kills germs. 


how to appeal to the simple mind. 


| og man fell off his bicycle and cut his knee. 

the road got into the cut. He washed the dirt out of the cut. 
That was easy because he could see the dirt in the cut. But he 
did not know that in the dirt were dangerous little living things 
called germs. He could not see them in the dirt because germs 
Germs are smaller than the smallest 
Although he washed the dirt from the cut, the germs 
got into his blood. Soon he was very ill. 

If he had been wise, he would have washed the cut and put 
That is what the doctors do. 
So, whenever you have a cut or a bite or a sting, 
use DETTOL at once and kill the germs which make you ill. 

DETTOL kills the germs that make you i/I. 


Oo of a series of Dettol advertisements in Swahili now 

appearing in East Africa. To ensure that absolutely nothing 
would be lost on the native, the agency co-opted no less than 
four different medical missionaries, each with many years 
experience in the territory, to check copy and picture at every 
stage. The English version of the copy is an object lesson in 


This advertisement in 


APRIL 16, 1953 
export businesses from scratch. 
These are the exceptions. 

By and large British manufac- 
turers have been slow to learn the 
lesson. They have been reluctant 
to apply anything like the same 
thought, concentration of effort 
and investment into developing 
foreign markets as they do with- 
cut hesitation when it comes to 
the home market. “Isn't it 
wonderful,” said a manufacturer 
to me a few months ago; “with- 
out any effort on our part, our 
export sales have grown steadily 
since the war until they now 
represent 28 per cent of our total 
turnover!” 

Wonderful? It is a disgrace. 
That manufacturer like many 
more, accepted this extra business 
like a gift from heaven. For 
seven years he has done abso- 
lutely nothing to consolidate it 
I was not surprised to learn more 
recently that he was very worried 
over the appearance of a new 
German competitor and was con- 
templating belated steps to hold 
his markets. 

Is this another case of “too 
little and too late?” | hope not, 
but may be there is a lesson 
here for other manufacturers to 
whom exports have come easily 
m recent years. 


Mru huyv alianguks kutoka kwenye baisikel: yake na akayeruh) 
gon lake Uchafu kutoka barabarani uliingia ndani ya jeraha 
hilo, Aluosha uchafu huo kutoka jerahani. Lakini hakujus 


kwambé kanka uchafu huo mlkuwa vitu vidogo vinavyorsh: 
vya haan vutwavyo vijidudu. Hakuweza kuviona katike 


Some dirt off 


DETTOL 


uchafu huo kwa sababu visdudu ni vidogo mno kuweza 
kuonekana. Vijidudu ni vidogo sana kushinda kidudu kidogo 
kwa vyote. Ingawa alisafisha uchafu kutoka jerahani vijidudu 
vilungia katika damu yake. Punde alikuwa mgonjwa. 

Kama angekuwa na akil angeosha jeraha hilo na kutia “Dettol’ 
Hivi adivyo wafanyavyo madaktan. Dettol huuwa vijidudu. 
Kwa hivyo, kila mara unapokuwa na jeraha, au kuumwa na 


meno, au kuumwa na mdudu rumia Dettol 
mara moya na hivyo rua kuambubhuza kunako 
tokana na majeraha na vidonda 


DETTOL 


huzuia kuambukiza 
kunakotokana na 
majeraha na vidonda 
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in the country's 


SECOND LARGEST MARKET 


the South East Lanes conurbation the 


MANCHESTER EVENING NEWS 


distributes 


MORE COPIES THAN ANY 
OTHER DAILY NEWSPAPER 


— MORNING OR EVENING 


— NATIONAL OR PROVINCIAL 


eC ie OR ete i. 528) * ; va ie 
4 a a ‘ . 
| ApRIL 16, 1953 89 ADVERTISER'S WEEKLY 
ig 
i 
(lf 
: 
F ee 
2 
7 
| PF | 
ee 
| 
ee eS ee ey 
| yy 
| Bd . 
Ce ed 
EIT LS LOSER AR AAR 
‘ ‘ 


THATS WH 


LLAMA LA A A A 


4 
Le. 
hy 


: 
* 
. 


TAAL 
SSD 


Nit 


4a 
- 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, LOND 
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The final purchase is every advertiser's aim. He 
wants his goods bought, used, liked and bought again. 

Getting the goods over the counter, out of the 
shop, into homes, needs more than salesmanship. 
IT NEEDS CUSTOMERS IN THE SHOP. They 
must know about the goods and want to buy them. 
Nine out of ten will be women. 

The A.P. Group of Women’s Monthly Magazines 
goes home to the nation’s shoppers. Over and over 
again, all through the month, their advertisement 


columns urge Women to buy the goods which line 


SING PAS 


the shelves of the shops. 

This constant impact is made upon the most 
responsive of all readerships — the women who do 
90% of the nation’s shopping. 

These 8 Women’s Monthly Magazines provide a 
vast advertising network. They are bought by more 
than 2} million women every month. With no 
waste circulation — every page a woman's page 
they offer to advertisers, at the remarkably low 
total rate of £1,780 a page, one of the cheapest 


most complete advertising campaigns for women. 


The A.P. Group of 8 
Women’s Monthly Magazines 


WOMAN’S JOURNAL 
WOMAN AND BEAUTY 
LADIES’ JOURNAL 

MY HOME 


WOMAN AND HOME 
GOOD TASTE 

WIFE AND HOME 
MOTHER AND HOME 


NET SALES EXCEED 


2.900.000 


T cies RATE £1,780 PER PAGE AND PRO RATA 


(14/- per page per 1000) 


FE stanparo TYPE AREA THROUGHOUT 101” deep x 7,” wide 


ON, E.C.4 * CENTRAL 8080 
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TIME & LIFE BUILDING 


Hawker Siddeley Group 


SO cae ies — — 


of Central and South America. But already it is influencing the 

sales and prestige of British and Continental companies in those 

areas. LIFE EN ESPANOL — LIFE in spanisH — began circulating 
in Latin America in January. Like LIFE tnterNationa’s English- 
language edition, it has a selective readership concentrated mainly 
among men and womer in the higher income groups; yet, to-day, the 
circulation of LIFE EN ESPANOL exceeds 215,000 copies and distributors 
are still asking for more. For companies seeking to enter the rich Latin 
American markets, or increase the sales of products already established 
there, an advertisement campaign in LIFE &N ESPANOL offers these 
advantages: the consistent appeal of brilliant picture-journalism, fine 
printing and colour reproduction, and a growing circulation among 
those with the means to buy and the power to influence the buying of 
others. The Advertisement Director (Grosvenor 4080) will be pleased 
to supply full details of circulation and rates on request. 


en espanob 


LIFE EN ESPANOL— over 215,000 copies 
in Spanish circulating in Central and South 
America. 

LIFE IN ENGLISH approximately 300,000 
copies in English circulating in 120 countries 
outside North America 

These are the INTERNATIONAL EDITIONS of 
LIFE magazine. 


“[ have seen their advertisements in LIFE &N ESPANOL’. This 
is a comparatively new phrase in the Spanish-speaking countries 


NEW BOND STREET, LONDON, WI! 
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TECHNICAL ADVERTISING 


How advertisers and agents can 
consolidate post-war progress 


Rapid progress made in the eight years since the war has been encouraging, but advertisements 


By ARTHUR HUGHES, 


Vice Chairman, Technical and General Advertising Agency Ltd 


ADVERTISER'S WEEKLY 


good both in the technical and advertising sense remain the exception rather than the rule, 


Technical advertising still needs to be taken more seriously. 
marriage’ between advertiser and agency. 


ECHNICAL advertising 

has come a long way since 
the war. Its development, in 
fact, has been one of the sig- 
nificant post-war trends. 
“Not only has it grown in 
volume, but its value and jts 
proper use are becoming better 
understood. The more enlight- 
ened advertisers, for instance, are 
realising the value of good pre- 
sentation and copy, and of 
colour; although the cost of space 
may be far less than the produc- 
tion costs. And one finds here 
and there, his head popping up 
like an early spring crocus, a 
publisher who realises that well- 
lilled advertising space is worth 
something to him. 


More agencies 

are specialising 

Paralle| with this change of 
outlook has been the growth of 
advertising agencies specialising 
in technical advertising, or at 
least organising departments to 
dv so. 

The rapid progress of the last 
cieht years is encouraging, yet 
only a start has been made. Ad- 
vertisements that are good in both 
the technical and the advertising 
sense are still the exception rather 
than the rule, and the ruck of 
technical press advertising has 
probably only reached the stage 
of development consumer adver- 
tising was passing through when 
ADVERTISER'S WEEKLY was 
started 

In direct mail advertising and 
films, and occasionally in sales 
literature, the gap is narrower. 


What are the lessons of the 
past few years? 

First, I think that technical 
advertising must be taken 


seriously. This is not to say there 


is no place for humour, or that 
presentations 


must be deadly 


dull. 
and 


Technical advertising can, 
should, employ good art- 
work, photography, copy and 
layout-indeed much __ technical 
advertising is non-effective be- 
cause jt lacks these things. But 
to produce results technical ad- 
vertising must rid itself of the 
“clever” slogan that has no other 
merit but cleverness, the cheese- 
cake appeal (“All men are alike, 
they're bound to look at it”) and 
the 24pt. - bold - for - everything 
complex. 

The second lesson—and to my 
mind the most important of all 
—is that the primary function of 
technical advertising is to give 
information. 

Technicians are serious and 
intelligent people. Human, yes: 
out quite serious about their jobs. 
They will conscjously and delib- 
erately study advertisements in 
their technica] press if they attract 
them and appear to offer inform- 
ation. They appraise what we 
have to say, and they spot tech- 
nical imaccuracies at once. Bui 
they provide us, through a com- 
prehensive and generally excel- 
lent range of trade and technical 
journals, with a ready-made and 
eager audience if we treat them 
seriously and give them inform- 
ation. 


‘Happy marriage’ 
brings best results 


A third lesson, surely, is 
in the absence of that very 
bird, the technician who is 
a trained advertising man, the 
advertiser needs an agency, and 
the agency needs the advertiser. 
No agency—no matter how 
“technical”"—can hope to know 
all the technicalities of each 
client’s products and markets; nor 
can any but the largest and most 
expensively staffed advertising 
department match the skill and 


that 
rare 
also 


BATH ABBEY... . 


BRISTOL 


knowledge of advertising practice 
found in an agency I believe 
the best technical advertising 
comes from a happy marriage of 
the two 

The experience of those of us 
who have been actively engaged 
in technical advertising since the 
war shows that much has still to 
be done before it approaches the 
general standard of consumer 
advertising. Space does not per- 
mit discussion, but set out here- 
with are some of the headings 


{VOLLUUVTUUOLUATSUCUOANONA LAURA 


under 


The best comes from a ‘happy 


which it seems reasonable 


t) eXpect progress to be made in 
the coming years 


It is to be hoped that the pro 


gress made in technical advertis 


ing 


since the war will be 


consolidated within the next few 
years by the joint efforts of ad 
vertisers, publishers and agents 


is a specialised but strangely 


satisfying branch of the profes 
sion which offers great scope for 


the 


development of new tech 


niques. 


AUT TUULLLLLLLLLLLLLLLLULL LLE 


SIX POINTS TO STRIVE FOR 


* The right technical outlook 
must be acquired by agencies 
serving technical advertisers, 
while more advertisers should, 
in their own interests, learn 
to understand the contribu- 
tion their agents can make. 


Neither “knows it all.” Each 
needs the other, for best 
results. 


*% As more agencies and adver- 
tisers realise the technical 
reader's thirst for information, 
clearly and attractively pre- 
sented, the standard of tech 
nical advertising will rise, and 
the better will be the results. 


* It is in the interest of organis- 
ations employing technical ad- 
vertising that advertising 
managers and departments, 
generally speaking, should be 
given better status within their 
own companies. loo often 
they are the “Cinderellas” of 
the organisation- but perhaps 
there is consolation in the 
thought that Cinderella had 
some very ugly sisters! 


e Progress can hye made 
must be made, in t/ic presenta 
tion of techni IMCSSARES 
Skimping = production — costs 


indeed 


ae 


does not pay. On the othe: 
side of the coin there is an 
enormous wastage in blocks 
settings and studio hours, duc 
to the lack of standardisation 


in page sizes. If only pub 
lishers would get together 
with the IL.P.A., and other 
hodies concerned with this 


problem, technical advertisers 
would save thousands of 
pounds which could better be 
spent on space Everyone, not 
least’ the publishers, would 
gain. 

And is it too much to hope 
that within the next few years 
technical advertisers will get 
a fair deal from publishers 
in the matter of circulation 
and readership information? 
Until they do, they have no 
alternative but to continue 
buying space blindly in publi- 
cations which could not exist 
without their money. 
Consistency is an ingredient 
lackhine in many — technical 
campaigns, yet itis one of the 
first essentials in advertising 
especially technical advertis 
ing. Few technical products 
are bought without long and 
careful consideration 


... allied to the West Country 


EVENING POST 


London Office: #5 FLEET STREET, F.C.4 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD. BH STO! 
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ADVERTISEMENT PRESENTATION 


This appeared opposite 
the wine and spirit 
statistics in the ‘Statis- 
tical Review’ and ex- 
emplifies the human 
love of anti-climax 
Nothing could be in 
greater contrast to the 
sobriety of the medium 
—nothing could be 
more effectively keyed 
to the medium. 


k 1 mught he 


hisky instead 


I should pr 


White Horse if you have it 


We are learning again that 


people like people 


MIVHE advertising man who 

has reached the stage of 
rejecting every idea he dreams 
or gets while shaving is hard 
ening his arteries too rapidly 
and missing all the fun of the 
game. 


Ihe decision to revive the Oxo 
“Purr Wee Laddie” may have 
been reached after much cerebra 
tion but it is probably healthier 

for advertising to believe that 
somebody made up his mind 
about it while lathering his chin 
Anyway, this revival is certainly 
symbolic of one of the two most 
important trends revealed by an 
anniversary look-round contem 
porary presentations. The laddie 
accords well with the new crop 
of what probably have to be 
called “human interest” advertise 
ments—as, for instance, the 
White Horse masterpiece with 


By PAT GIERTH and BRIAN BRASON 


the Topolski drawing 

These advertisements, and the 
tendency to use special positions 
more adventurously, are the big 
1953 presentation topics 

The remarkable thing about 
the return to human interest is 
that it should be happening at 
ali. Advertising has been going 
through a highest-common-factor 
period. It has been checking up 
on its theories and statistics and, 
in a very sensible and far 
sighted way, relating itself more 
precisely to marketing. This has 
heen good for the planning part 
of the job but it has also meant 
that those concerned with expres 
sion and communication have 
tended to get sat on 

The stereotyped storyette strip, 
the advocate (“Since we got our 
Hardick chairs we've always 
admired their craftsmanship”) 
and the testimonials have al! 


In the course of its development, advertising has been 
influenced this way and that by the social moods of the 


time. Now 


there are signs that, after a period of 


emphasis on planning, advertising is getting back to human 


values again. 


This revival of humanism may not be the 


most obvious trend in contemporary presentation but it is 
probably the most far-reaching. 


of Colman, Prentis & Varley Ltd 


been having a heyday. An excel 
lent drawing of a family drinking 
their night-cap over TV has been 
criticised not because the people 
did not look interesting, but 
because only 10 per cent of folk 
in Income Group D living in 
Neilsen Area 111 have television 
sets. Such criticisms always 
have right on their side and it ts 
precisely because of this, of 
course, that they are wrong 

The most satisfactory thing 
about the Oxo laddie is that he 
is definitely not the average 
housewife or you or me or cross 
section of anything. He is him 
self He pays tribute to the 
truth that the boy next door 1s 
gloriously and remarkably differ 
ent from the boy next door but 
one. He figures in a tale which, 
although it has been treated with 
great humour, is based on ideas 
that are very real to a great 
many people—-the frugality of 
the Scot, the precociousness of 
bairns of every clan, and the cost 
of clothing them. And it is just 
as well to say that anyone who 
doubts that “growing out of 
clothes” strikes a very responsive 
chord in mothers has been too 
long on a diet of long-playing 
records of Sibelius and ought, for 
the next six months, to go to 
Grand Socials, Bumper Sales and 
Schoo! Sports 

An admirable understanding of 
audience is exhibited in the Oxo 
poster, in the brilliant Marmite 
series, in the Andrews’ caption 


APRII 


- «co. We see the 
same play of human 
experience at the am- 
bassadorial level. The 
great points are the 
delicacy of the copy 
and the courage of 
the client in passing 
the last sentiment— 
with its hint that they 
might not have it! 
Congratulations 
client! 


Worst of it is, 
I'm feeling better! 


H mm ' Just what the doctor 


eatre (0 sandwu he. or 
moth aso bet 


<> Marmite ........ 


the natural 1, viamine of yea 


It's a joy to read this copy. 
Everyone can associate him- 
self with that wonderful feeling 
of convalescence when you can 
stay flat on your back and 
positively demand that the 
world bring you the grapes. 
It is a tiny play based on 
universal experience 


“Here, Jim, take this up to Dad” 
and in the Quix “Takes the ‘oh 
dear’ out of washing up.” Such 
things are quite defenceless 
before logic and ought to be 
There js no reason-why for “Pre- 
paring to be a Beautiful Lady” 
or “That's Shell—That Was.” If 
you look at them closely they 
suit the audience. A bit later, it 
strikes you that they also suit the 
product 

Advertising, then, seems to 
have come full circle—in good 
time for the fortieth birthday 
edition of ADVERTISER'S 
Weekty! In spite of all the 
measuring devices and  bleats 
about “Yes, but does it sell Oxo” 
the powerful creative impulse has 
forced its way towards the 
audience again. The real danger 
is, of course, that this, too, will 
be turned into dogma. Somebody 
will observe the cheerful people 
on the Bakerloo North platform 
at Oxford Circus. Somebody 
will see them translating the 
erudite Scotch caption before the 
next train to Stanmore crosses 
their vision, Somebody will order 
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MA MITHER WINNA GIE ME ONY MAIR 


AKe 


IT MAKS ME GROW OOT O MA CLAES. 


A revival from a warmer human 
age that fits snugly into the 
new humanism of our time. 
True it is at the children's 
picture book level - but here 


a Scotch laddie with a 
patch and Macleans 
relied into one. 


black 
pun all 


If only it were as easy as this 
But no--producing this kind of 
advertising depends on savvy, on 
knowing people. Indeed, the real 
challenge in this revival of human 
sentiment is the challenge of 
living up to the old-timers. How 
well they diagnosed their public! 
They yearned, as we do, for 
media that could isolate for them 
say —-wives of builders’ merchants 
who own red setters. But if they 
were busy ona dog-collar specially 
for builders’ merchants wives’ red 
setters, they forgot all about any 
disinterested people who might 
also be reading the paper. They 
even made up their minds about 
whether a fat, jovial wife or a 
tin, angry-looking missus or a 
young, flirty honey had opened 
the door to the “salesman .n 
print.” As soon as the door 
opened, they sniffed the air, they 
sensed the mood of the encounter 
and then out came something 
that gathered together all the 
human sentiments involved 

We may indulgently smile at 
them now in their deadly serious 
moods (“They laughed when 1 
sat down to play”) and call their 
Patemen moods corny But 
“corny” is a dangerous word, 
for it never was—and never will 
he—corny to get inside people 
skins and play so many part 
And js it corny at all? Some 
will argue that the audiences for 
the rev ival of “corny” Harold 
Lievd and Buster Keaton a: 
nothing but thin-blooded inte! 


This could have been an hum- 
drum testimonial advertise- 
ment, but because the human- 
ities of the situation hove been 
strongly felt its presentation is 
heightened immeasurably. 


This ad. for Rowntrees Fruit 
Gums takes the human love of 
the story and capitalises on 
the editorial approach to the 
last degree. The entire oper- 
ation, from its visual creation 
to its media-planning, reflects 
the closeness of feeling be- 
tween the advertiser and his 
audience. 


Created by a man who has 
definitely been a boy, this Eagle 
ad. catches the alleabsorbing 
imagination of the young mind 
that is Compton one minute, 
Tarzan the next and Sir James 
Jeans the day ofter. 


lectuals, but there is something 
about the ring of the laughter 
that suggests that the broad 
human comedy is touching the 
pulse again, 

These revivals, too, are symp- 
tomatic of the widespread feeling 
of “off the planning and let's be 
human!” The most mature adver 
tising to-day seems to be keeping 
pece with this mood. As with 
the truly popular song, people 
feel that it contains a_ port 
manteau autobiography of them 
selves. It makes free use of 
humour, of course, for in humour 
all the humanities find a meeting 
place. This is true, also, of tragedy 

witness the famous 1914-18 re 
cruiting poster (quoted in the 
Shocking History): “What did you 
do in ‘The Great War, Daddy?” 
the use of the tragic key appears, 
however, to be more developed 
in America at present than it is 
here. 

Other noteworthy presentation 
tendencies seem to align them 
selves with this new humanism 
There is greater robustness in the 


Hero of the 
Play 


use of special positions see the 
recent Jaegar advertising. There 
is more subtlety and less self 
consciousness in the use of 
editorial devices Some early 
reach-me-down attempts at this 
inevitably produced the annoyed 
“Aw!” that followed 2-minute 
films (in the days of the one-pro- 
duct-mention restriction), 

In contrast, more recent 
examples— the Rowntrees Wine 
Gums magazine pages, for in 
stance seem to have been 
arrived at by a determination to 
look at cartoons, book-jackets, 
feature articles and so on and 
wonder why they are not adver- 
tisements. 


Media men 
getting human too 


The good news is that media 
mien, too, are 
spirit and ceasing to 
films, radio and other 
rut thines strictly wu 
cost-per-contact 


into the 
evaluate 
out-of -the 
terms of 


entering 


ADVERTISER'S WEEKLY 


“If only my name was Dens 


In type, too, the aim is to 
treat people intelligently and 
prefer maximum clarity = to 
nursery-like new patterns. The 
whole movement shows _ that 
advertising is becoming more and 
more sensitive and is getting rid 
of the worst excesses of high 
powered, hyphened reasons-whys 

the sort of thing that earns 
rude noises in the cruder film 
trailers 

But of all the trends discern 
ible in modern presentation, we 
have chosen to” give special 
emphasis to the return of human 
values. It is by no means the 
source of our best-looking ad 
vertisements because as a force 
id presentation it js still very 
young. You will not find this 
kind of advertising in Graphis 
er Gebrauchsgraphik—yet. But 
maybe these magazines still have 
some growing up to do, too, 

Of all the influences shaping 
modern advertising, the most im 
portant is that we are again learn 
ing slowly—-very slowly —that 
people like people 
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THE ADVERTISER 


HAT the = advertising 

department should — be 
depends upon what it has to 
du. In some companies it is 
required to handle both adver- 
tising and public relations but 
the tendency, especially among 
large firms, is to separate these 
two functions, although they 
cannot, of course, avoid im- 
pinging on each other. 

Assuming that the advertising 
department is concerned solely 
with advertising, its broad func- 
tion is to implement the sales 
policy of the company. To do 
this it has to find out (and this 
is not always as simple as it 
sounds) what the sales policy 1s 
or should be. If the company sells 
ina number of markets the sales 
policy will probably vary with 
each and even if its sales are 
confined to a single market the 
policy may need to vary to suit 
changing conditions. 

Its first job, therefore, is to sit 
down with the sales departments 
and to analyse the problem so 
that together they can produce an 
agreed appreciation — of what 
needs to be done and how adver 
tising can help to do it. In most 
companies this process is going 
on all the tine 

Having found out what the 
problem ts, the department has 
to present to the directors of 
veneral management, through the 
appropriate channel, its proposed 
solution with an estimate of the 
cost and other relevant facts 
From this there emerges an 
agreed campaign and budget, but 
not, of course, before a lot of 
work has been done in co-opera- 
tion with the company's agents 


Putting the campaign 
into action 


Ihe next stage is to put the 
campaign into action, to finish 
all the roughs, check all the 
details and finally to pay all the 
bills. But between the approval 
of the campaign in principle and 
the paying of the bills a great 
deal of work has to be done. It 
is coping with this that the depart- 
ment justifies its existence, 

It is perfectly possthle for a 
company to do without an adver- 
ising department, as some quite 
important companies do, but if a 
ompany spends a lot of money 
on advertising if is convenient 
and worthwhile to have some 
people spending all their time 
thinking about it and lookine 
ifter it and it is just this that the 
advertising department does. It 
should not do so instead of the 
advertising agent but in addition 


What an advertising department 
should be and do 


By VERNON NYE, 


Aprit, 16, 1953 


Publicity Manager, Shell-Mex & B.P. Ltd. 


The first job of the advertising department is to sit down with 
the sales departments and to analyse the problems of the 
company’s sales policy so that together they can produce an 


agreed appreciation 


of what needs to be done and how 


advertising can help to do it. In most companies this process 
is going on all the time. 


to, and together with, the agent. 

With this broad definition of 
what an advertising department 
does we can now consider what 
t should be in order to do it 
properly. ‘This will obviously 
vary with the nature and size of 
its campaigns and the markets 
in which the company operates 
but in general the advertising 
manager needs to ensure that: 

1. Regular contact is = main 
tained with the management 
and with other departments 
in order that planning and 
forward study is based on 
up-to-date information 
Market surveys are initiated 
unless this is done elsewhere 
in the firm 
Close contact is maintained 
with agents and that they 
have access to all necessary 
information. 

4. There is adequate means of 
checking expenditure against 
budgets and of passing and 
paving accounts. 

. Necessary contacts are main 
tained with the press which, 
apart from anything else, can 
be a very useful source of 
information. 

Proper use is made of each 
media. Ina verv large de- 
partment this may require 
the services of specialists in 
those most used. Alter- 
natively jt may he better to 
have work divided on a pro- 
duct or market basis. 
Adequate records are kept 
of past work, filing, ete. 

. Adequate stocks are main- 
tained of publicity literature 
and that it is distributed 
effectively. This can some- 
times be contracted out 
Visits are made to appro- 
priate exhibitions both to 
keep ahead of new develop- 
ments and as exhibitors, The 
latter involves stand design 
and construction which may 
or may not be worth putting 
out to contract. 

A press cutting service is 
maintained for the informa- 
tion of the management. In 
many companies this would 
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fali under public relations 

rather than advertising 

11. Enough visits are paid to the 
company’s branches or fac- 
tories. 

2. Adequate clerical help is 
available for correspondence 
with the public. Apart from 
the sending of literature to 
ingquirers many advertisers 
have quite a “fan” mail. 

13. There is the means of doing 
such routine design work as 
cannot usefully or economic- 
ally be placed with agents. 
These facilities are very use- 
ful for the many by-products 
of the advertising depart 
ment, such as special menus, 
notices, presentation folders, 
etc.. that help to make the 
wheels of a big organisation 
turn smoothly. 

The extent to which any or al! 
of this work can be handled by 
agents depends mainly on its 
volume. A small company can 
scarcely justify a films officer or 
print buyer; a large company can 
hardly get along without one if 
it makes extensive use of either 
medium, If the organisation 
covers the country and ts divided 
into branches it may he neces- 
sary to employ publicity repre- 
sentatives in each region to carry 
on where the head office depart- 
ment leaves off 


Keeping informed 
of high level policy 


The advertising manager will 
himself take care of the contact 
with the management in order 
that he can keep informed of high 
level policv. He will also need 
to control many matters relating 
to staff, especially their selection 
and training. He will spend a 
good deal of his time in discus 
sion with assistants and with 
agents and will try to keep as 
many outside contacts as possible. 
The bulk of the work will, how- 
ever, need to be divided into two 
broad divisions; that concerned 
with the administration of the 
department and that concerned 
with individual markets or pro- 


ducts. For the latter he may tind 
it Mecessary to have assistants 
each dealing with a group of pro 
ducts or a market. Alternatively 
he can have specialists in each 
media, but in very large busi- 
nesses it is likely that the former 
is to be preferred. 

If public relations work is com- 
bined with advertising then it is 
necessary to prepare and circulate 
news items and information and 
to maintain contact with the 
editorial side of the press, unless 
this is handled by an agent. Staff 
and dealer magazines may also 
come within the contro! of the 
advertising department in such 
cases. 

Many advertising departments 
include a smal] staff of designers, 
if the volume of what may be 
called routine design work war- 
rants it. It is a mistake, how 
ever, to try to get all designing 
done within the organisation. 

By contrast with the advertis- 
ing agent, the advertising depart- 
ment has an intimate knowledge 
of the company’s outlook and 
needs. It knows all the pitfalls 
in trade-mark designs and the 
right applications of its products. 
That is its strength, but it is also 
its weakness. Because of its inside 
point of view it may not see the 
wood for the trees. It may talk 
its own jargon that no outsider 
uses or understands 

Probably the best results are 
got by companies which have 
advertising departments that 
are not so large as to do 
everything inside, that are 
staffed by peovle who know 
enough about advertising to 
appreciate both the possibilities 
and the practical oroblems of 
each media, and who use good 
agents which share their confi- 
dence, and are encouraged to 
experiment 

The trend towards a = ciose 
association between the producer 
and wholesaler on the one hand 
and the retailer on the other has 
presented new problems to the 
advertising department. In many 
industries much more trouble is 
now taken to inform the retailer 
about the products he sells. The 
company’s own sales staff need 
to be better informed than was 
once the case and whilst this in 
formation may be given by the 
sales department the latter is glad 
to call upon the = advertising 


department for technical assist 
ance in presenting its story 
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The best 
advertisement position for 
holding forth to 
Top Management 


FRONT PAGE SOLUS (8in. d.c. £144) IN 
THE FINANCIAL TIMES 


Some of the advertisers who have taken the chair on the front page since this 
position was created at the beginning of the year are: 


C. C. WAKEFIELD & CO. LTD. COVENTRY CLIMAX ENGINES LTD. 
JOHN LAING & SON LTD. J. GLIKSTEN & SON LTD. 
BOUCHARD AINE LTD. HARRODS LTD. 

THE DAIMLER CO, LTD. BABCOCK & WILCOX LTD. 

SHELL PETROL. BELLS ASBESTOS & ENGINEERING LTD, 
THE INDIA TYRE & RUBBER CO, B.P. PETROL. 

VACUUM OIL CO. LTD. SANKEY-SHELDON LTD. 

WOLSELEY MOTORS. REGENT PETROL. 

HILLIER, PARKER, MAY & ROWDEN. CANNON IRON FOUNDRIES LTD. 
TAYLOR WOODROW LTD. ALBRIGHT & WILSON LTD. 

SIR LINDSAY PARKINSON & CO. LTD. LOTUS LTD. 

VICKERS-ARMSTRONG LTD. BRITISH TIMKEN LTD. 

IMPERIAL CHEMICAL INDUSTRIES LTD. DUPORT FOUNDRIES LTD. 


NATIONAL BENZOLE CO. 


LTD. 


Advertisers wishing to occupy this position in the second half of the year are invited 
to make early application. The number of spaces avilable is diminishing fairly 
quickly. No apology is needed for talking shop in THE FINANCIAL TIMES ; 
indeed, if you do not, there is something wrong. And think of the people you are talking to! 


THE FINANCIAL TIMES 


For advertising under the eye of Top Management 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 


72 COLEMAN STREET, LONDON, €E.C.2. 
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NATIONAL NEWSPAPERS AND MAGAZINES 


Advertising Media 


be reached by so few 


EDIA are means of com- 

munication. How well 
do the national newspapers 
and magazines of Great Britain 
fill this function? 

Surely nowhere else in the 
world can so high a proportion 
of a community of fifty mil- 
lion people, living despite the 
economic. tribulations of — the 
post-war world on a_ high 
standard, be communicated 
with and influenced by a mere 
handful of publications. 

Let me quote a few figures: * 
Of the adult population 

79-8 per cent read one of nine 
national mornings each day. 

91 per cent read one of eleven 
national Sundays each week. 

756 per cent read one otf 
cighteen weekly general maga- 
zines each week, 
and of adult women 

58:7 read one of — sixteen 
women's weekly magazines each 
week. 

37-8 per cent read one of nine 
teen women's monthly magazines 
each month. 

These, be it noted, are single 
issue coverages. Over a period 
these same media will undoubt- 
edly reach even higher propor 
tions, and in fact there can be 
very few people in the country 
who do not at some ume or other 
see 4 national newspaper or 
magazine at one kind or another. 

Every day, millions read of the 
same things, think the same 
thoughts, and so form the same 
opinions, tastes, habits, prefer 
ences. Whatever may be said on 
this subject from many aspects, 
it is of overwheiming importance 
to the advertiser seeking the 
widest possible market for his 
goods or services 

It has been said, often by those 
with a propaganda axe to grind, 
that the national press has lost or 
is losing its influence. The facts 
do not bear this out, In the fields 
of both newspapers and maga 
zines circulations have shown 
spectacular rises since pre-war 
days. 


NATIONAL MORNINGS 
wy 10) millions 7? coptes per family 
1982 Io millions Lt copies per family 
NATIONAL SUNDAYS 
1919 15 millions It copies per family 
1982 W millions 20 copies per family 
90 NATIONAL MAGAZINES 
uw 18 millions 1 4 copies per family 
1982 1% miilhons 26 copies per family 


There is no evidence here of 


* Hulton Readership Survey 1952 


declining appeal. Even taking into 
account the rise in population, 
national media provide almost 
twice the number of opportuni- 
ties for reaching cach person with 
the printed word than was avail- 
able before. The truth is that 
despite the counter attractions of 
the cinema, radio and television, 
to-day more people have more 
money to spend and more leisure 
for reading. 

Within this wide field there is 
variety in plenty, 

First there is the ubiquitous 


Nowhere in the world can so many 
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By C. E. MAUGER, 


Media Research Dept., the J. Walter Thompson Co., Ltd. 


readers per copy, and have a 
longer life than the ephemeral 
newspaper. They tend to be read, 
too, at leisure. Catering as they 
do for many different tastes, they 
offer considerable scope to the 
advertiser who seeks to select a 
special or sectional audience, In 
many instances, also, these maga- 
vines afford the advertiser the 
Opportunity to exploit the appeal 
of colour. 

Happily, paper restrictions in 


National newspapers and magazines provide the advertiser with 

an extremely powerful instrument for developing and consolida- 

ting a nation-wide market for the goods and services he offers. 

The facilities offered by media owners are good, but to say this 

is not to argue that they cannot be improved as and when 
conditions become more free. 


Sunday press, ranging from the 
quality newspapers with circula- 
tions of less than a million each 
to the multi-million circulation 
popular newspapers and picture 
tabloids. While reporting the 
news they also, and to an increas 
ing degree, set out to entertain 
the reader 
One noteworthy feature is the 
high measure of duplication of 
readership among the Sunday 
press as is shown by the follow- 
ing table: 
SUNDAY NEWSPAPERS: PER CENT 
OF ADULTS* 
per cent 
Reading one only 27°4 
Reading two 37-9 
Reading three or more 27:9 


Secondly, there is the morning 
press, also ranging from quality 
to popular appeal, cach paper 
having its own individuality and 
by reason of its political allegi 
ance, content and presentation, its 
own individual following from 
which the advertiser may select 
that best suited to his market. 

Thirdly, there is the consider- 
able number of national general 
magazines, published weekly, 
monthly or at longer periods, 
With circulations ranging from 
five to seven figures. 

They normally 


enjoy many 


Hulton Readership) Survey W952 (all 
Sunday newspapers) 


the case of magazines have ceased 
and the advertiser can in most 
cases be assured of all his reason- 
able demands for space being 
met, except possibly in some in- 
stances in the case of colour, 
Where printing facilities. are a 
limiting factor, 

Lastly, although not necessarily 
in importance, there are the 
women’s magazines. It is in this 
field that the rise in circulations 
since pre-war has been most 
phenomenal. Where previously 
no women’s magazine had 
reached the million circulation 
mark, to-day there are three 
which enjoy sales near or in one 
case exceeding two millions, and 
many others which have over this 
period doubled or trebled their 
figures 

In addition to the special ad- 
vantages inherent in magazine 
advertising, the selective character 
of the readership of women’s 
Magazines and the context in 
which the advertising appears is 
of particular importance in rela- 
tion to the very large volume of 
advertising directed to women, 
and as a consequence jit some 
times happens that the advertiser 
cannot obtain all the space he 


requires when and where he 
wants it. 
Much information § is avail- 


able to the media planner to help 
him build the best schedule. Cir 


culations generally are known. 
More publications are members 
of the Audit Bureau of Circula 
uons than ever before, and others 
who are not, issue regularly 
audited certificates, although one 
might be permitted to ask if 
there is any longer any reason 
why all should not join the 
A.B.C, 

Geographical breakdowns of 
circulation are also available 
from many publications although 
not from all, and even where 
available, they are not issued with 
any regularity. There is here 
scope for some tnprovement. 
Many media planners would like 
to see this information incorpor 
ated regularly as a matter of 
course in the A.B.C. certificates. 

There ts also a considerable 
amount of published readership 
research of great value to the 
media planner in the efficient 
performance of his task. To dis 
cuss this in detail] is outside the 
scope of this article except to 
express the opinion that room 
for extension exists, both in range 
and size, and that ideally it should 
be conducted by independent re- 
search organisations and financed 
co-operatively by media owners. 

The facilities offered by the 
media owners to the advertiser are 
good. To sav this, however, is 
not to argue that they cannot be 
improved as and when conditions 
become more free. 

There is first of all the ques 
tion of rates, which all advertisers 
have been hoping to see reduced 
These are of course dependent 
on publishing costs and in par 
ticular the price of newsprint and 
other paper. The latter has fallen 
from its peak and = advertisers 
expect to see further falls reflected 
in lower advertising rates, Rate 
structures in some cases seem 
illogical and call for review. The 
quantity buver normally expects 
to buy at the lowest market rate, 
but in buying advertising space 
to-day he is sometimes asked to 
pay a premium if he requires 
large spaces. Ideally the adver 
tiser would wish to be able to 
buy at the lowest rate what space 
he needs, when he needs it 

Additional facilities which 
would be helpful would be the 
further availability of split-run 
for testing and the purchase of 
space in different editions where 
these are run 
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SHO! 


Studios at 102 


The work of 


NORMAN LAY 


is available to you 


outstanding contemporary photographers. His 
camera has illustrated many successful national 
advertising campaigns. He combines imaginative 
vision and striking camera techniques with a 
down-to-earth concern for the photographic 
essentials to good reproduction in print. As our 
recently appointed new Studio Director, Lay 
is introducing elements both in technique and 
composition which amply justify our claim that 


we have a leading creative photographer 


GEE 


LANE 


Shoe 


Lane 


for advertising. 


EC4 and 


at Gee & Watson Photographie 


THE QUALITY of Norman Lay’s work has 


established him as one of the small circle of 


& WATSON 


PHOTOGRAPHERS FOR FASHION AND CREATIVE ADVERTISING 
LONDON EC4 CENTRAL 


14 Brownlow 


Studios 


6555 EIGHTEEN LINES 


Street WCl 
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APRIL 16, 1953 
BEFORE discussing the ser- 

vice trade journals provide 
for advertisers, it is desirable, 
first to define the term “trade 
journal” and then to state the 
advertising function of such 


publications. 
A trade journal, as com- 
monly understood, is one 


directed to those engaged in the 
distributive side of a trade or 
industry. Editorially, its fune- 
tion is to provide the distri- 
butor with a complete news 
service on all matters technical, 
political and personal which 
affect the goods he is handling 
and his relationships with his 


suppliers, fellow distributors, 
customers and Government 
departments. It helps him in 


matters of salesmanship and, 
where appropriate, servicing. It 
provides a forum in which 
manufacturers and distributors 
can express their sometimes 
divergent points of view with- 
in, as it were, the four walls of 


THE TRADE PRESS 


These journals provide an essential 


manufacturer—retailer link 


By CLAUDE E. WALLIS, @ 


ADVERTISER'S WEEKLY 


Chairman and Managing Director, Associated Iliffe Press Ltd. 


their industry. It accordingly 
provides an essential — link 
between the two branches of 
industry both as regards the 
transmission of news and the 
examination of mutual prob- 
lems. 

There are, of course, journals 
which represent borderline cases. 
Some publications combine the 
role of the trade journal and the 
technical journal. For example, 


there are journals aimed pri- 
marily at the manufacturer, and 
containing news and = articles 
about technical processes and 
manufacturing problems, which 
are also widely read by retailers. 
There are others—-the Autocar 
Is a case in point—which are 
consumer journals in a special- 
ised field, but yet perform some 
of the functions of trade journals 


PROVINCIAL NEWSPAPERS 


These serve advertisers well but should 


give them more facts 


ANY thousands of words 

have been written on 
various media and their uses 
and value, but none are as 
interesting and intriguing as 
those written about the pro- 
vincial press. Why? Because 
the provinciai is all the time 
fighting for its place on the 


schedules of advertisers — 
national advertisers. 
Where stands the provincial 


press in these days of a switch 
over from a buyers’ market to a 
sellers’ market? What have they 
done or can they do _ either 
separately or collectively to retain 
the position they enjoyed during 
the past boom years? For make 
ne mistake, there has been a fall- 
ing off of national advertising in 
the provincials, a falling off large 
enough in many instances to 
cause quite a lot of concern to 
the proprietors. I propose to 
deal with just these two aspects 
of the position. 

What the Provincial Press as 
it is to-day can do. 

What more it could do if it 
took the steps I am suggesting. 
The Provincial Press to-day can 

do, and up to a point is doing, 
a very good job of work for 


advertisers, local and national. 
This has been proved on in- 

numerable occasions and in many 

ways, but perhaps never more 


By L. A. O’FARRELL, 


Director, Rumble, Crowther and Nicholas Ltd. 


strongly than by the man on the 
spot—the advertisers’ salesmen 
or travellers. How frequently 
have we read in travellers’ reports 
about the retailers’ praise of the 
advertising appearing in local 
papers. But how much more 
frequeritly have these same re- 
ports appealed for the support of 
advertising in the local press. 

The local paper performs many 
functions, not least amongst them 
being: 

The intensive support that 
can be given in specific areas 
either as a backing to national 
campaigns or on its own. 

Its assistance to local re- 
tailers in shifting the goods off 
the shelves. 

Its undoubted suitability for 
area test campaigns. 

These functions, it can be 
argued, should be sufficient to 
warrant the automatic inclusion 
of the provincial press on suitable 


schedules. Where then lies the 
fault of the falling off of 
advertising in the Provincials? 


1 suggest that to a large extent 
it is with the newspapers. 

We have now entered an age 
of efficiency which means that 
more than ever before statistics 


-perhaps more _ particularly 
readership  statistics—atre essen- 
tial. For a long time advertisers 


and agents have been pressing for 
this sort of information but with 
very poor response to date. 


We, the agents and advisers to 
our clients, have in many in- 
stances only the same size appro- 
priation to spend in this “buyers’ 
market” as we had in the pre- 
vious “sellers’ market” period, 
and the natural, indeed sometimes 
necessary tendency, is for larger 
spaces and greater frequency to 
be used. These factors combined 
with the existing high rates all 


combine to make us more dis- 
criminating in our choice of 
media. To this end we are 


assisted or guided in our choice 
cf national publications by the 


results of various researches. No 
such statistics are available for 
the provincia! press as a whole, 


and few for separate journals. In 
my opinion the  Provincials, 
through the Newspaper Society, 
should long since have taken 
more active steps to support their 
claims for consideration and use 
with statistics. 
We must have 
More facts and figures. 
More net sales figures (lack 
of these creates suspicion and 
lack of confidence) 
More efficient representation. 
By more efficien! representa- 


tion I mean, a: our repre 
sentatives with the ential facts 
and figures of y: paper's cir- 
culation area, © by having 
this information « hey do their 
job properly and uur advan- 
tage, 


because of their 
readership. 

The advertising function of the 
trade journal parallels the 
editorial function in that it also 
provides a link. The trade journal 
is the one medium which, with 
the very minimum of waste circu 
lation, enables manufacturers to 
inform and remind — retailers 
about their products and tell them 
what steps are beine taken to 
create public demand and how 
best to meet and maintain it. 

To-day the necessity of these 
services is more fully appreciated 
by advertisers than ever before 
This is no platitude. It is a fact, 
and one that in my opinion is 
due to the increasing realisation 
since the war that advertising and 
distribution must be — closely 
integrated. 

It is 


wide 


retailer 


therefore essential, if 
maximum returns are to be ob 
tained from consumer advertis- 
ing, to sell to the retailer before 
advertising to the public and then 
by repetition to maintain sales 
The trade press provides a means 
of proven efficacy by which this 
can be done. 

At least three mass circulations 
journals, “Radio Times,” “Daily 
Express” and “Picture Post,” real- 
ising that trade press advertising 
can help to ensure the success 
of consumer advertising — in 
their own columns, have taken 
steps to stimulate use of trode 
papers for or by advertisers. 

That such publishers, in their 
own interest, should thus en 
courage advertisers to “merchan 
dise” their national advertising 
in trade journals is a convincing 
tribute backed by hard cash 

On their part, publishers of 
trade journals have done much 
in recent years to keep abreast of 
modern tastes and needs, and to 
meet the specific requirements cf 
advertisers 

Editorial presentation has 
vastly improved. Facilities for 
colour advertising are greater, 
quality of reproduction infinitely 
better. A number of trade jour 
nals are prepared to give adver 
tisers a breakdown of their sales 
by area and occupation. Many 
have adopted the standard page 
sizes and type areas recom- 
mended by 1.S.B.A. 

The reward of enterprise has 
been that sales of trade journals 
generally have never been higher, 
while an ever-increasing number 
of advertisers regard trade press 
advertising as a “must” in any 


well-conceived selling campaign 
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TIVHERE have been great 

changes in the outdoor and 
transportation advertising field 
since the war. From the purely 
structural point of view the 
increased attention given’ to 
design and the censequent 
changes are of great import 
ance. 

lo those who do not travel 
much, these changes will not be 
fully apparent, for though 
London is steadily rebuilding 
poster advertising sites, and quite 
a few new types of designs are 
to be seen, there is as great a 
variety in the provinces. 

Nowadays the practice is for a 
poster contractor to employ an 
architect or industrial designer to 
create a poster panel which can 
be mass produced. This panel is 
normally metal and its construc 
tion will allow it to be easily 
erected. Another new type of 
panel is the Public Information 
panel designed to take posters of 
near double-crown size carrying 
announcements of a “dated” 
nature. Again there is the bulletin 
board or large site sometimes as 
large as 60 ft. long by 10 ft. high 
and fronted by a garden or 
gravelled forecourt with seats. 
Personally | feel that we here are 
getting to the stage where this 
garden type board is being over 
done or rather is too popular in 
the planning officers’ minds and 
the setting draws more attention 
than the advertisement 

This interest in design of site 
arose because of the necessity to 
reconstruct: all those hoardings 
which had been untouched during 
the war; secondly because of the 
Town & Country Planning Act 
of 1947. This Act ts restrictive 
in its nature. It demands that the 
billposting contractor shall make 
a formal application for permis- 
sion to erect new hoardings to the 
local planning authority, who also 
have the power to delete existing 
hoardings, and it gives this 
authority the power to veto all 
of them on the grounds of 
amenity or public safety 

The position still is, and I hope 
will always be, that the advertiser 
and the billposting contractor 
have already been’ taking all the 
steps that their consciences dic 
tated to better the situation, But 
what were the positive contribu 
tions to neighbourhood amenities 
that could be and can progres- 
sively be made by the billposting 
contractor? 

Given that an advertisement ts 
to be displaved in a situation 
where it is not positively harm 
ful to the amenities of the area, 
the billposting contractor can 


New-style poster stations becoming 
business—and social—assets 


102 


One of the most striking features of present-day outdoor 
advertising compared to before the war is the trend to- 
wards better design of stations. Architects are in many 
cases responsible. (An example is the Mills & Rockleys 
Ltd. station illustrated; the standard design for mass pro- 
duction is by Rolf Hellberg.) Advantage of this new trend 
is two-fold: Advertisers get a more distinctive background 
for their posters, and the outdoor industry has a strong 
answer to unreasonable planners. 


first ensure that the structure and 
land for which he is responsible 
are maintained in a pleasing con- 
dition. There are, in fact, many 
ways in which the poster station 
can be turned into a_ positive 
asset. The bulletin boards are 
extreme examples, but all hoard 
ings can be provided with a neat 
border and the posters suitably 
spaced out, Skilful placing of 
noardings can also do much to 
obscure ugly buildings, bomb- 
damaged property and waste 
ground. 


There have been two. great 
difficulties in the application of 
the Act. In the first place, there 
is mo. standard definition of 
amenity and this has been aggra- 
vated by the fact that since the 
Act is applied by local authori- 
ties, each such authority is bound 
only by its own interpretation of 
that word, ‘True there is a right 
of appeal to the Ministry but 
that takes time and money. 

she outdoor advertising indus 
try has clearly seen the dangers 
and difficulties that may arise 
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OUTDOOR ADVERTISING 


By A. E SYKES, 
Director, Outdoor Publicity Ltd. 


from this diversity of opinion and 
such consequent variations in the 
application of the Act. The in- 
dustry has set up a committee 
known as the Outdoor Advertis- 
ing Industry Advisory Committee 
which is doing extremely valuable 
work in putting the industry's 
views before local planning 
officers, 

In the field of poster (as distinct 
from site) design opinions as 
always are very mixed. There 
are several schools of thought; 
design isn’t anywhere near as 
good as before the war, we shall 
never get anywhere until we 
adopt the continental size as a 
permanent standard, posters are 
an offence anyway, and so on. 
The recent International Poster 
Competition sponsored by the 
Poster Associations has been a 
sound move. But something more 
is needed. 

Finally one must be able to 
compare media, and here we 
come to research in the outdoor 
field. There have been certain 
researches both on the outdoor 
and transportation side which are 
worthy of ful] study. The latest 

the Wigan/Luton Survey 
backed by my own organisation 
is still being examined by research 
authorities to whom jt has been 
presented. The least I can say 
at this stage is that it has been 
accepted and appreciated. | am 
certain that it is the start of a 
new approach to outdoor media 
assessment, 


TRANSPORTATION ADVERTISING 


National network of advertisements 


TIVNRANSPORTATION adver- 
tising can at long last 
claim to give complete coverage 
throughout the whole country. 
This is an important event in 
the history of a long-established, 
well tested and popular medium 
so important, and so recent, 
that it is interesting to recall how 
it has come about 
Until the advent of the internal 
combustion engine, the urban 
population was provided with 
horse-bus and = tram — services, 
which in turn gave way to steam 
and electric tramways Photo- 


By F. B. LOw, 


Advertising Manager, B.E.T. Federation Ltd. 


graphs of these early vehicles 
indicate the considerable degree 
to which advertisement space was 
permitted. The rural population 
on the other hand had to be 
content with branch line railway 
services where they existed, or 
with the market day bus service. 
sometimes provided by a local 
carrier. It was thus only possible 
to obtain transport advertising 
coverage in the big cities 
Between the wars there was a 
phenomenal development — of 
inter-urban and rural motor bus 
services By 1939 the country 


was covered by an intensive net- 
work that had kept pace with the 
rapidly growing demand of the 
public and, in particular, the 
desire of the rural population to 
enjoy the amenities of the urban 
and suburban populations pre- 
viously denied them. 
Nevertheless, advertisers were 
sill unable to obtain — truly 
national coverage. The reasons 
was that many municipal under- 
takings. and some large company 
undertakings, considered that the 
display of advertisements on their 
vehicles detracted from __ their 
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Bins EVERY CONSCIENTIOUS HOUSEWIFE, Cecilia Flute 


needs a tough, resilient envelope* for negotiating. with 

the tradesmen. 

Ladies as yet unmarried may think it a simple enough 

matter to stick a note 

in the milk-bottle say- 

ing, “One pint extra 

till Monday, Willie’s 

half-term,” or, “‘Put in 

wood-shed, blue tits 

very active.” This is not so, as they will 


find once they have tried sending these messages on old clectioneering leaflets, first demands 


for the Rates, or other materials which, lacking the required spring-back to lodge firmly 


in the bottle neck, take endless precious minutes to fish out again with a pickle-fork, 


Cecilia Flute has all such situations in hand. Flimsy directions to babvy-sitters may blow, 


unread, from the mantelpiece into the fire in other people's houses, and result in the baked 


custard staying in the oven and undergoing a terrible transformation, but not in Mrs. 
Flute’s. Nor has she more than once 

made the mistake of using inferior 

quality paper for a note which, 

pinned to the door and saying, 

“ Sweep, come right in and start,” became carried by a light breeze 

into the next garden but one, and there gave rise to a most 

unfortunate misunderstanding. 

Mrs. Flute knows that in correspondence of this kind 

stationery must be beyond reproach. ‘That is why, like 


y, = 
every conscientious housewife, she needs a tough, resilient is LG; 
ccmmven oa 


envelope for negotiating with the tradesmen. 


* One of the RIVER SERIES for preference. A strong, square-cut Amazon 


Manilla should be an absolute cinch for Cecilia, our fictitious housewrfe. 


. 
/\ There are several features that distinguish River Series from 
ordinary envelopes—their smart modern “Square Cut”’ 
\ 
appearance —all have generous gumming of flaps and = 


— wide overlap of seams to provide sec urity and all are * FR EE SAMPLE BIND ER 


Pere from British high-quality papers. Your local Stationer A} ple binder of Riv ‘ 


business houses 
é ‘ It will prowe 
ling the be ‘ cparate envelope 

or Printer will readily arrange supplies, 


River Series envelopes 


THERE ARE OVER 260 different sizes and shapes of Manilla, Cream Laid, 


Air Mail, Cartridge and Parchment envelopes in the ‘River Series’ range. 


PIR(IE, APPLETON & CO LTO CHADWELL HEAT 
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appearance, in which they took 
great pride. Thus, there were 
important pockets in which either 
no coverage or only limited 
coverage was obtainable 

This position persisted until 
after the late war, since when 
pressure of rising costs has 
caused one after another of 
those undertakings which stood 
out against the acceptance of 
commercial advertisements to 
change their minds. To-day, 
therefore, practically all pass- 
enger vehicles carry advertising. 

In recent years great strides 
have been made in the standardi- 
sation of space sites, in the lifting 
of restrictions regarding colour 
and in the use of posters in 
order to meet the reasonable 
requirements of advertisers 

It is, however, most important 
to realise that advertisement 
design for transport advertising 
should be given a greater measure 
of careful thought than is appar- 
ent in many instances. 

Too often, posters primarily 
designed for fixed signs are, 
presumably for reason of econ- 
omy, used on bus advertising 
panels, and their effectiveness 
thereby greatly diminished. The 
message on the mobile adver- 
tisement should be as brief as 
possible, and more — sharply 
defined to ensure that it is clearly 
readable from a greater distance 
than the average fixed site poster 
of similar proportions. 

Colouring also calls for special 
care to provide a pleasing con 
trast to the background provided 
by the bus livery. 

An integral part of any well 
planned campaign will include 
transportation advertising, but a 
haphazard approach to its special 
needs can minimise the immense 
scope it offers 


THEN... 


Fifty years ago, 
when this last 
steam tram was 
being taken out 
of service at 
Gateshead, trans- 
portation advertis- 
ing was confined 
to the towns. 


... NOW 


Since then bus 
networks have ex- 
tended to all cor- 
ners of the country 
and transportation 
advertising has 
become a national 
medium. 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


EXHIBITIONS 


Converting good business 


into better 


HE end of the war, because 

everyone wanted to feast 
their eyes on goods they could 
then but seldom buy, brought 
a “boom” in exhibitions. I can 
testify that although such 
shortages are a thing of the past, 
the boom continues. 

With materials becoming more 
readily available, the exhibition 
is achieving new magnificence. 1 
am proud of the fact that the 
setting of the Grand Hall in this 
year’s Ideal Home Exhibition was 
the most sumptucus in its history. 
It may be objected that exhibition 
building has thereby become 
more expensive—materials, 
labour, lighting and other services 
have all become dearer. Yes, but 
in the exhibition for which I have 
been responsible space charges 
remain at the level fixed in 1947. 

In other words, the exhibitor 
has gained. The public attend- 
ance is greater, far greater, than 
in pre-war days. Sales have in- 
creased in direct ratio. That is 
why leading exhibitors are taking 
larger spaces and organising im- 
pressive prestige features such as 
the Nestlé Plavland, Sharp's 
Puppet Theatre, the striking dis 
plays sponsored by the Iron and 
Stee! Federations. Tate & Lyle, 
W.D.&H.O. Wills. and many 
others. Good business is con 
verted by an important exhibition 


TEMPLE BAR 2468 


104 


business 


Aprit 16, 1953 


By CHARLES W. V. TRUEFITT, 


Director of Advertising, Associated Newspapers Ltd., 
formerly organiser ‘Daily Mail’ Ideal Home Exhibition 


into better business. 

The advertiser who makes no 
use of exhibitions might just as 
well open a million-pound depart- 
ment store with no shop windows 
or display counters. For exhibit- 
ing is the perfect complement of 
advertising. 

It is not enough to talk about 
your goods. You must show 
them. Besides, the exhibitor in 
his direct contact with potential 
customers has the opportunity to 
tell them the full story. 


Attracts attention 
to new product 


Especially is this so with a new 
product launched in an exhibi- 


tion. If it is worthwhile, it will 
attract attention all over the 
country. 


Advertising should, of course, 
he used to heighten the effect. 
“Come and see it on our stand 
Examine it, test it, ask us about 
it” —such advertising will become 
in the public mind a guarantee of 
integrity as fearless as the pro- 
mise on a £5 note 

Established products, even the 
best known, need the exhibition 
to meet competition from new 
rivals. “We can't afford not to 
be there” is the viewpoint of 
firms whose business acumen can- 
not be doubted, I need hardly 
tell you that the exhibition pro- 
vides on-the-spot sales or order 
booking as well as_ inquiries 
leading to later orders to supple- 
ment those arising from a con- 
tinued advertising campaign. But 
perhaps it should be emphasised 
that the exhibition catalogue is a 
permanent reminder of the pro- 
ducts displayed, with facts avail- 
able for reference at any time. 

Certainly exhibitions — offer 
greater Opportunities than ever 
before. Overall design, which we 
introduced in the Ideal Home 
Exhibition many years ago, is 
becoming more general. It saves 
the visitor from the confusion of 
madly competing structures and 
conflicting colours that quickly 


tre him. It shows to better ad- 
vantage the ingenuity and beauty 
of the actual display work. 

For that work, attractive new 
materials have become available. 
Light metals, plastics, glass 
tabrics, flock-spraying, fluorescent 
lighting—apart from the steel 
scaffolding that makes building 
and dismantling so much quicker 
and cleaner—have enabled ex- 
hibitors to create a lasting effect. 

You will naturally take the 
precaution of securing competi- 
tive tenders for your stand work. 
Of course you will—although | 
have known too many business 
men give what was virtually a 
blank cheque to designers and 
contractors, and thereby lose 
themselves a good few figures in 
their banking account. But may 
I add another morsel of advice” 

In a successful established ex- 
hibition more people will pay for 
the privilege of seeing your stand 
than would pass a shop in Pic- 
cadilly Circus in a day. 

But to reap the benefit you 
must ensure that the same care 
is taken in the selection of sales 
staff as in the choice of design. 
It is vital that keen, trained 
people should make what is 
probably the only personal con- 
tact between your company and 
the potential customer. See to it 
that the impression they leave is 
a good one. Change the staff 
two or three times a day if pos- 
sible. Don't let it look tired! 

What kind of display technique 
is the most effective? Preferably, 
exhibits should be made active 
Static display must be striking 
indeed to hold an audience. 

Stands need to be pleasantly 
compelling. “Barking” is as out- 
of-date as the horse van. You 
invite, tempt, persuade rather 
than shout. bully or clown. The 
exhibition public has been edu- 
cated to feel itself a guest of the 
show and its standholders. It has 
paid money to enjoy its visit and 
it rightly objects to coercion, 


which is why prestige and hos- 
nitality features are so success 


ful. 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


Generel Manager: G. L. McLELLAN 
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MULTIPLICATION 
REPRODUCTION 


a REDUCTION 


APRII 


A LAYOUT to be adapted to 


different sizes, using existing artwork 


—turn to your Mervac. A number 


of rush photoprints — turn to your Mervac. An urgent litho plate for the “ office offset ” 
—turn to your Mervac. An accurate copy of an illustrated document — turn to your 


Mervac. It is as versatile as the Knight, and has as wide a range as the Queen; yet it SF nee ions semauthbne canis than 

chess, try working the Mervac ; 
a. remains on its own small square of floor-space all the time. There are several models; ae liner taster thekeae = 
Ags just one of the range. 


ask us which will best suit you. Grant Production Co. Ltd., 


4 Rathbone Place, London, W.1 
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TOTAL NETT SALES (Jan.-June, 1952) 


Studio Lisa | 43,495 ABC) 


Full details of rates and special positions available from 


COMMERCIAL AND INDIVIDUAL PHOTOGRAPHERS | s.F RICHARDS, Pp MooK, 
Advertisement Manager, 134 cet Stree 

LARGE SELECTION OF STOCK PHOTOGRAPHS Observer Buildings lin 

Studio and Library at :— 


15 GRAPE STREET, W.C.2 tenmr'san secs | | 
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T probably all began with 
some merchant or trades- 
man writing a letter so good 
he didn't like to waste wt on 
just one person. So he sat down 
and, making an alteration here 
and there, laboriously copied 
the letter and sent it to all the 
people he knew he could serve. 

The letter may have told of 
some new merchandise he had 
just received, or it may merely 
have heen a description of his 
services. Whatever it was, the 
letter brought results . . . be- 
cause it was written by one 
man to another with the other 
man's interest in mind. 

That first sales letterwriter had 
unearthed a new power in busi- 
ness and it could not have been 
long before others discovered his 
secret and began writing sales 
letters themselves. 

For a while all went swim- 
mingly When printing came 
within the reach of the advertiser 
it too was used to help put over 
his story; and the skill of the 
printer and the artist was added 
to that of the letterwriter. Much 
later the typewriter arrived and 
with it the earliest forms of 
duplicating. Direct mail was now 
able to spread itself: more people 
could be mailed more frequently 
and at less cost. But about this 
time thines began to go wrone 


Basic principles 

were forgotten 

Somehow the basic principles 
were forgotten. In the rush to 
cash in on the growing power of 
direct mail, there was a drift away 
from the very things that had 
contributed to its success 

The personal nature of direct 
mail, the selectiveness of direct 
mail and the persuasiveness of 
direct mail] were all sacrificed to 
the mistaken belief that quantity 
meant more than quality 

Letters became slovenly in 
appearance and steredtyped jn 
censtruction. Print suffered like- 
wise, losing its appeal and dignity. 


Cheaply addressed = envelopes, 
stuffed with as much literature 
as they would hold, were indis 


criminately mailed to as many 
names as could be addressed in 
the shortest possible time for the 
cheapest possible cost. The sou! 
was taken out of direct mail, and 
it took a long time to put it back 


Men of vision 
with right ideas 


A few men of vision—a hand- 
ful of direct mail pioneers with 
the right ideas--helped to put it 
hack. They preached the gospel 
of planned direct mail and put 
their teachings into practice. In 
their time they have seen direct 
mail rise from the depths to 
hecome second only to the press 
in the advertising list of annual 
expenditure. 


When you consider that the 


whole purpose of advertising is 
to reduce the cost of distribution, 
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DIRECT MAIL 


Advertisers can build big 


business by this medium 


ADVERTISER'S WEFRKLY 


By HUGH BOURNE, 


Managing Director, Chadwick-Latz Ltd 


Direct mail has forged ahead since the war because more and 


more of its users have come to realise the value of planning, 


testing and consistency. 


costs anything — it saves. 


Like all good advertising, it never 
It does so because it is selective, 


enabling the user to reach with pin-point precision the persons 


or groups he wants to reach. 


the past, but its power is not yet fully tapped. 


It has built big businesses in 
It will build 


even bigger ones in the future. 


it makes you wonder how a 
medium so powerful could once 
have been used with so little dis- 
cretion! On that note let us put 
a stop to reminiscing and get 
down to some concrete talk. 
Direct mail has forged ahead 
since the war because more and 
more of its users have come 
round to the value of planning, 
testing and consistency. 
Where once they were content 
co send out an odd shot as the 
spirit (or necessity) moved them 
they now get down to a series of 
shots, test them and mail them 
at fixed intervals to carefully 
selected lists. They have dis- 
covered that continuity is as 
much the secret of success in 
direct mail as it is in any other 
form of selling. And they have 
learnt to respect direct mail’s 
unique power of entrance. 
Because direct mail can go 
where salesmen may fear to 
tread, it is more than a substitute 
for a personal call-—it is a letter 
of introduction. Your right to 
the recipient's time is judged by 
the manner of your approach. 
You must flatter the recipient by 
the appearance of your mailings 
By taking care in preparation. By 
presenting your proposition from 
his point of view. By being in- 
teresting and, above all, sincere. 
With these things accomplished, 
you must then be sure to make 
crystal clear what action you wish 
the recipient to take and make it 
easy for him to take that action. 
\ business reply card if he is to 
send for further information or 
arrange for a salesman’s call; an 
order form and reply envelope if 
you are out to make a direct sale. 
Planned direct mai] means all 
these things. Testing. continuity, 
good design, good copy and clear 
thinking 


Like all good advertising, good 
direct mail never costs anything 

it saves. It saves on distribution 
and it saves on the time of ex- 
pensive salesmen. It does so 
because it is selective, enabling 
you to reach exactly the persons 
or groups you want to reach with 
pin-point precision. Which leads 


us in a roundabout way back to 
the beginning the selection of 
the mailing list, the first and 


most important stage of planning 


Quantitvin a mailing listdoesn't 
mean a thine. Except that vou 
will probably send up the cost of 
vour direct mail by reducing the 
response or hy wasting salesmen’s 
time on poor prospects It as 
quality that counts and the way 
to ensure quality is to go through 
the names on vour list lhe a 


Sherlock Holmes 


Best names those 
you dig up yourself 


Direct mail users too often 
overlook the fact that the best 
names are those they are able to 
diz up for themselves Those 
sent in or obtainable by salesmen 
in the field Those brought in 
by press advertisiny and exhibi 
tions. Those recommended by 
customers and those to be found 
in correspondence files, sales 
dockets and similar internal re 
cords. Add to these names those 
of exjsting custon often the 
best prospects and you wi'l have 
a list such as no supplier could 
give you 

What a mailiny suse can do 
is provide the raw ter some- 
thing from whi 1 can sift 
and build as you alor But 
always find out ! ondition of 
the lists before the Ask 
how up to dat ¥ are—on 
what basis they en com- 


piled. Then if the list is big and 
there is time, test out the names 
in small quantities before going 
the whole hog. The quality of 
the response you get will give 
you an idea of what to expect 

Any good mailing house wel- 
comes such intelligent use of its 
lists and is only too glad to co 
operate with you in building a 
list that is right for the job 

Sometimes list problems solve 
themselves. Dealer campaigns, for 
instance, a branch of direct mail 
that has gone racing ahead since 
the war. The dealer with his 
local specialised knowledge sup 
plies the lists for his own com- 
pact field. The manufacturer or 
wholesaler supplies the support 
the direct mail house the organi- 
sation, creation and production 
Ihe three have pulled together 
in recent times to produce 
possibly the most selective, most 
personal form of direct mail to 
be used in this country. 


Integral part of 
advertising picture 


Now what about the broader 
aspects of direct mail, as old 
chestnuts, things like The Place 
of Direct Mail In The Field of 
Modern Advertising, and others 
such? 

Why “place”? Direct mail is 
in itself an integral part of the 
total advertising picture, while 
also supporting and complement 


ing all other media. It now 
operates its own Code of Stan 
dards. 37 press agencies some 


of the largest among them —are 
active members of its representa 
tive body, the British Direct Mail 


Advertising Association And 
direct mails annual budget, re 
member, ts second only to the 
press 


In design, copy and production 
planned direct mail keeps pace 
with the highest standards 
followed by all other forms of 
advertising. But though good 
direct mai) has twice proved itself 
since the days of that first sales 
letterwriter, it is still a power 
that has yet to be tapped to the 


full. It has bujlt big businesses 
in the past; it will build even 
bigger ones in the future. To 


advertisers willing to explore its 
great potential it offers a_ rich 
reward: to the young men making 
their way in advertising it offers 
adventure in a field where there 
are still places to go 
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ILLUMINATED DISPLAYS ARE DIGNIFIED AND STRIKING 


CROWN AND E.R. Hard-board cut-outs — finished RED — wired complete with water- 
proof Ediswan Illumination Strip and Garland Reflectors. Height 3’ 4” Crown Cat. No. 832 
17 holders : £9.10.0 E.R. Cat. No. L.S. 831 23 holders : £9. 18.0. 


EDISWAN ILLUMINATION STRIP & REFLECTORS 


PROVIDE A FESTIVE ATMOSPHERE 
Ediswan Watertight lilumination Strip Ediswan Garland Reflectors Cat. No. LS.839 


The safest and most reliable strip available, fully For use with Royal * Ediswan” standard B.C. 
protected against wet weather, supplied complete pe cr —- a = are silver 
2 C ished, sta - y P » “te 
with B.C. lampholders. Price Examples : Holders ”d ie amped trom light gauge metal, 
: diameter and supplied complete with fixing 
at 12” centres 7/8 yd. 36° centres 3.8 yd. 


springs. Price : 10/- dozen 
Ask for publication Nos. C.1512 and E.1661. Ask for publication No. E.1661. 


THE ABOVE PRICES DO NOT INCLUDE LAMPS 


A comprehensive range of Royal * Ediswan™ lamps for use with any of the above and for all decoration purposes 
are available from all Ediswan District Offices and Sub-Stores, ASK FOR LAMP CATALOGUE NO. L.ISISA. 


THE EDISON SWAN ELECTRIC CO., LTD., 155 CHARING CROSS ROAD, W.C.2 - 


Member of the A.EJ. Group of Companies 
LEI 


a 


? for 100°, appeal to Women of All Ages 
4 WEEKLY NET SALE 

ee (ABC July/Dec/1952) 

- 


Forthcoming Special Issues: 
CORONATION NUMBER ... May 28 
SUMMER NUMBER «oe Jume 25 


RICHARD 


SIMMONS 


LIMITED | For rates, Specimen Copy and County Breakdown apply to: 
30-31 KNIGHTRIDER STREET - LONDON - E.C.4 Miss G. E. Careless, Advertisement Manager 


Telephone: CENtral 1641 & 7934 
Publishers of “‘Games & Toys” Monthly = - “Games & Toys” Year Book 
“BRITISH PLAYTHINGS OVERSEAS” Quarterly Export Review 


The Lady, 39 40 Bedford Street, London, W.C.2. TEM 8705 
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O much is written to-day 
about the manifold uses of 
the film in industry and com- 
merce that we tend to forget. 
sometimes, one of its most 
important functions, namely, 
to influence the spending habits 
of the public on consumer 
goods. 

The uses of the film in public 
relations, in building up goodwill, 
or in training and education. 
receive in these days a great deal 
of attention by industrialists with 
results which are now invarjably 
accepted as of first importance. 
But the screen as an advertising 
medium has also been widely 
accepted, which is not surprising 
since well over 25 million people 
every week find their way into 
cinemas. 

Moreover, the development of 
the mobile film unit makes it 
possible to convert tens of thou- 
sands of places, like town halls, 
village halls, church halls and 
showrooms, into temporary cine- 
mas where general and special- 
ised audiences can be reached 
with very little trouble 

Let us take first the advertising 
film in the cinema. Until very 
recently about 4,000 out of the 
4.600 or so cinemas in_ this 
country were available for screen 
advertising. The gap was caused 
by the fact that the important 
A.B.C. group, some 400 in num- 
ber, would not accept advertising 
films. This has now been reme- 
died and we can say that the 
screens of very nearly every 
cinema in the country are open 
tu the advertiser's message. 

It is important to note that the 
whole business of publicity via 
the public cinema _ screen 


T is difficult to assess 
accurately the direct selling 
power of an _ advertising 
medium. In no field has 
it been more necessary than 
in that of the cinema, because 
for a long time business men 
were sceptical. Their confi- 
dence in the medium, writes 
Mr. Hoare, has now been 
completely established. He 
cites a recent test which showed 
that sales of a product in- 
creased by about one third 

over 20 weeks. 
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Confidence in selling power of this 


medium now quite established 


whether it be slides, filmlets or 
the short two-minute advertising 
film—is now the subject of a 
“code of standards” drawn up by 
the Screen Advertising Group 
with the co-operation of 1.S.B.A. 
and other responsible advertising 
bodies. This code goes a very 
long way towards ensuring that 
the advertisers’ interests are pro- 
perly protected and that the busi- 
ness is carried on with integrity 
and good faith. 

The element of confidence in 
the medium—once, let us admit, 
sadly lackinge—has now been 
completely established to the 


satisfaction of even the most 
sceptical advertiser. 
The advertising fraternity 


clients, agents, media owners and 
so forth—are notoriously keen 
about statistics and now that the 
Board of Trade regularly pub- 
lishes the figures relating to the 
film business — production, dis- 
tribution and exhibition—it is 
possible completely to satisfy this 
statistics hunger. We know all 
about the audience for screen 
advertising. We can analyse it 
by age and social groups; we can 
break down these astronomical 
global figures by areas and we 
can examine seasonal fluctua- 
tions. We know a great deal 
about frequency of attendance at 
cinemas by  jndividuals—-adult 
and juvenile-—male and female 
heusewives and “others.” 


Waste coverage 
now eliminated 


This is a vastly different posi- 
tion from what obtained a few 
years ago. The cinema screen for 
the advertiser has become flex- 
ible; he can select by area or 
seasonally—paying only for what 
he wants and not incurring 
expense for waste coverage. This 
naturally involves planning both 
as regards the shape and content 
of the film and the details of its 
distribution. 

It has been stated that a short 
“filmlet” in colour can be shown 
in cinemas at a cost of 3s. 8d. 
for one thousand viewers, and 
that for about £2,500 the adver- 
tiser’s message can reach 13 mil- 
lion adult people. These are 


By FRANK A. HOARE, 


President, Association of Specialised Film Producers 


Striking statistics and must con- 
vince even the most doubtful that 
cinema advertising is an econo- 
mical and practical proposition 
Of course, the costs for the nor- 
ma! two-minute advertising film, 
about 200 feet in length, are 
higher than those quoted above, 
but even so the “cost per head” 
figures are extremely modest 

It is, of course, less casy to 
assess with precision the 
effectiveness of the advertising 
film, as of any other medium. 
So many factors are at work at 
any one time, affecting the spend- 
ing habits of the public that it is 
difficult to isolate the effects of 
any one of them. Carefully 
designed tests have, however, 
been made to assess the selling 
power of a film campaign jn 
terms of actual over-the-counter 
sales, and the results have been 
very revealing. As one example 
of this I quote the following 
passage from a recently published 
report of such a test 

“The product's gain in ton- 
nage, which over the 20 weeks 
of the test amounted to almost 

one-third, was cumulative —il 

increased with film 

showings.” 

This is significant evidence and 
shows once again the importance 
of repetition. 

The use of the advertising film, 
however, is not contined to the 
public cinema. Or the contrary, 
the total aggregate use of films 
for publicity and propaganda 1s 


sales 


SUCCESSIVE 


far greater in places other than 
cinemas -what are often called 
“non-theatrical” shows 

Here the advertiser, either by 
taking advantage o! the thou- 
sands of “ready made” audiences 
in social, educationa!, religious, 
political or other organisations, 
or by hiring halls and issuing in 
vitations, can select very precively 
the types of peo whom he 


ovramme. He 
tention for 


wishes to see his ; 
has their undivided 


an hour or more, during which he 
presents a compic! film pro 
gramme usually made up of his 
own film plus a number of sup- 


64,246 


CAMBRIDGESHIRE TIMES GROUP 


A.B.C. Figures 
July to Dec. 1952 


Copies 
Weekly ~ 


porting films which can readily 
be acquired for a modest outlay. 

A well-known advertiser selling 
a household commodity at a very 
low unit cost, who ts at present 
engaged in such a campaign can 
be quoted as an example, His 
own specially produced film runs 
for 30 minutes and the pro- 
gramme is completed by 5 reels 
(abeut 50 minutes) of supporting 
items, all of special interest to 
the audiences of housewives he 
is seeking. One thousand such 
audiences are being booked and 
an average attendance of about 
100 may be expected but every 
single one of these is a potential 
purchaser of the commodity con 
cerned. In addition to the film 
show there will be a distribution 
of samples and recipe books and 
a practical demonstration of the 
best way of using the commodity 


What is an 
economic figure? 


The cost of each show to the 
advertiser, including booking 
charges, will be in the neighbour- 
hood of £7, to which must be 
added cost of — pre-publicity 
material, samples and so forth 
This will add up to a fairly high 
cost per head; but if you are 
establishing a permanent buying 
habit in the minds of 100,000 
women in favour of your goods, 
the question of what is an econ 
omic figure for achieving this is 
one which only you can answer. 
In the example quoted, the ad 
vertiser has already conducted a 
smaller test campaign and is so 


satisfied with results that he is 
going ahead with a second and 
larger scheme 

This “non-theatrical” method 
ef reaching audiences is no new 
thing. It has been operating for 
many years and it provides 


opportunities for linking up with 
local retailers and with field staff 
which can have immediate effect 
on selling results, 
Here, briefly, are the statistics 
of one such campaign where 
Continued at foot of page 110 


Head Office : TIMES BUILDINGS, MARCH 


Lond.» Representative: W.H. WALMSLEY 
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rn Representative : ARNOLD ELLIS 
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when they 


Q' all the subjects being 
batted around in the ad- 
vertising world just now com- 
mercial television is easily the 
most controversial. 

Will it come? If so, when? 
And will it be worth having if 
and when it does? Do we want 
it?) And so on. 

The obvious fact often over 
looked is that commercial tele- 
vision grows not from press or 
posters or films but from com- 
mercial radio. And commercial 
radio has been here with us for 
it Jong time. 

Not, it is true, to a degree 
comparable with its U.S. counter- 
part. But enough for it to be a 
commonplace of advertising. 

Radio Luxembourg has had its 
ups and downs, more so perhaps 
than any other medium. Before 
the war it flourished in company 
with Radio Normandy and other 
Continental stations. 


Only Luxembourg 
returned to the field 


After the war the picture 
changed for a variety of reasons, 
Only Luxembourg came back 
into the advertising field, the 
other stations being retained by 
their respective Governments for 
non-commercial purposes. 
Changes in radio-set design, plus 
the enormous increase in domes- 
te electrical equipment, plus the 
creation of many powerful Conti- 
nental propaganda radio stations 

these and other reasons made 
the Luxembourg signal difficult to 
receive in this country. The 
B.B.C. changed its policy on 
Sunday programmes, broadcast- 
ing many of its top light enter- 
tainment programmes on_ that 
day. ‘The ban on press publicity 
made it hardito tell the public that 
Luxembourg was back in busi- 
Ness. 

Nevertheless, many national 
advertisers, convinced that radio 
was a good medium and doubt 
less egged on by the difficulties 
of restricted space in printed 
media gave it a good trial. The 
top shows collected a million- 
plus listeners every Sunday after- 
noon, even the lesser ones, which 
didn’t cost so much, giving pretty 
good value for money. 

But the limitations mentioned 
above, plus the fact that the 
station broadcast only on Sunday 
afternoons, were sufficient to im- 
pede jts growth. Moreover, when 
newspaper space began to get a 
little easier advertisers turned 
back to their first love with all 
the ardour of a swain who had 
been locked out of the parlour 
for ten years. It became neces- 


Low-cost message catches listeners 
are relaxing at home 


sary for Luxembourg to do 
something drastic 

And it did. It scrapped the 
wavelength it had spent twenty 
years building up—a serious step 
when it is remembered that there 
were very few ways of publicis- 
ing 4 new one—and turned over 
to seven-days-a-weck = evening 
broadcasting. 

The station spent £20,000 on 
4 one-month national poster cam 
paign, arranged a filmlet tie-up 
with the A.B.C. cinema circuit, 
and sent out tens of thousands of 
leaflets. 

Slowly the listenership began 
to build, until to-day, twenty-one 
months after the inception of the 
new wavelength, top programmes 
collect 34 million Jjsteners and 
the overall evening listenership is 
in excess of 7 million 

It has its shortcomings, of 
course. Listening figures fall off 
in the summer. And, even at 
their best, listenership and recep 
tion are below average in the 
valuable London area 

But, used adroitly, it is un- 
doubtedly an advertising medium 
of considerable value, as is evi- 
denced by the fact that (at the 
time of writing) 38 national ad- 
vertisers and 19 top advertising 
agencies are using if. 

The advantages of radio adver 
tising are its repetition value, the 
impact of the spoken word, the 
fact that the listener presumably 
wants to hear the programme 
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Manager, Radio and Films Department, Young & Rubicam Ltd. 


and in doing so can hardly avoid 
its advertising content, its entry 
into the home at periods of relax 
ation, its low cost-per-thousand, 
its extreme flexibility in regard 
to short-notice changes, and the 
fact that the advertiser has com- 
plete contro] over the “editorial” 
(i.e. the programme matter) that 
surrounds his advertising 

It is, too, both in this country 
and elsewhere, a proved “puller.” 
A recent modest-prize competi- 
tion over Luxembourg, obtained 
more than 70,000 entries. Cumu- 
lative competitions, run over a 
number of weeks, have collected 
hundreds of thousands of 
answers 

Luxembourg is, of course, the 
only commercial station available 
for advertising to this country. 
Radjo Eireann, in its limited way, 
does an extraordinarily good job 
in its own territory. Throughout 
the world, literally from China to 
Peru, there are thousands of com- 
mercial stations a fact of con- 
siderable importance to manufac- 
turers secking Overseas markets 

And what of commercial tele- 
vision in this country? There is 
considerable pressure from cer- 
tuin directions to bring it into 
existence and equally — strong 
resistance from other quarters 

That commercial television on 
the American model is the most 


By D. S. INGMAN, 


powerful selling medium ever 
devised is pretty firmly estab- 
lished. But whether we will get 
it in that form in this country for 
a considerable time is an open 
question. 

Commercial TV enthusiasts 
who point to the small beginnings 
and spectacular growth of Ameri- 
can TV are apt to overlook two 
important points—the immense 
cash reserves of the U.S. radio 
networks which enabled them to 
subsidise TV for years before it 
paid off, and the fact that two 
million licensed sets in this 
country are tuned to receive only 
B.B.C. wavelengths. While it is 
true that these can be “adapted” 
at a cost of some £5-£10, and it 
is equally true that manufacturers 
will produce multi-channel sets 
is soon as they can after the 
commercial wavelengths are an- 
nounced, it is likely to be some 
time before viewership becomes 
a worthwhile “buy” on a cost- 
per-thousand basis. 


This is not meant to decry 
either the prospects of the desir- 
ability of commercial TV—it is 
merely a word of caution. As 
yet, there are no indications of 
it, probable restrictions, cost or 
coverage. 

But if the B.B.C. were to go 
commercial? Ah now, that’s a 
screen of another colour. If... 


* 

audiences were collected — by 
means of personal — invitation 
cards. The number of halls 
hired was 181 in 148. selected 
towns; 1,005 days were worked 
and 3,015 shows given. The total 
attendance was 1,479,426 per 
sons, representing an average of 
nearly 10,000 per town and 1,472 
per day. The response to invita- 
tions was 45-6 per cent, and the 
cost per head including hire of 
halls, pre-publicity, show man- 
agement and projection service 
was well under 33d. per head 
(pre-war costs). It should be 
added that this kind of cam 
paign would cost more to-day 
since prices for everything em- 
ployed have, of course, materially 
increased. 

There is no space to detail the 
uses of the advertising film at 
trade fairs and exhibitions by 
means of continuous projection 


@ ADVERTISING FILMS—continued from page 109 


10,000 SELF-EQUIPPED FILM 


cabinets or by the installation of 
projection equipment in specially 
constructed theatres Travelling 
salesmen can be equipped with 
suit-case type projectors which 
can be set up and operated at a 
moments notice to audiences 
varying from one or two import- 
ant executives in an office to a 
group of several persons in a 
showroom, 


Product-story films 
get cheap audience 


There is also a large demand 
to-day from organisations having 
their own projector (self-equipped 
audiences) for the loan of films. 
The advertiser who has embodied 
in a motion picture film the story 
of his product can to-day reckon 
on getting copies of his film into 
the hands of a large number of 


AUDIENCES 


borrowers at little cost to him- 
self. At a conservative calcula- 
tion there are about 10,000 such 
self-equipped audiences to-day in 
Great Britain, though it may be 
only a proportion of these who 
would be of interest to any par- 
ticular advertiser. 

A tremendous amount of hard 
and prolonged pioneer work has 
been done and a considerable 
degree of expertise has been 
developed which to-day makes 
the film in advertising one of the 
most effective of all methods of 
reaching the buying public. This 
comment applies not only to the 
home market and to typical con- 
sumer goods. In the sphere of 
capital goods and services and in 
the building up of export sales 
the advertising film, in__ its 
broadest sense, has made and is 
making a marked contribution to 
national economic stability. 
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ASSOCIATED KENT [~~~ 
NEWSPAPERS = ee 0000 9 


give new Intensity of Coverage in | Thousands of 


a solidly prosperous area 


The newly-formed Associated Kent Newspapers offer f ree s i te s 
you by far the most intensive coverage of this sharply 
defined area. The wide variety of occupations in the area 
have one common characteristic: all enjoy a solid pros- at point- 
perity and form a first-class market for consumer goods 
and services of every kind. These five influential news- 
papers should be part of every hard-selling schedule. And °o # =S$a | e 
acceptance of an order guarantees insertion in all news- 
papers. 


ADVERTISER'S WEEKLY 


CHATHAM STANDARD (Tuesday 1d.) | g ladl y 
NORTH-EAST KENT TIMES (Tuesday 14d.) ; 


CHATHAM, ROCHESTER & GiLLINGHAM NEWS 


(Friday 3d.) om given! 
EAST KENT GAZETTE (Friday 34.) ; 
ISLE OF THANET GAZETTE (Friday 34.) “a 


(AU members of the Audit Bureau of Circulations) 


TRADE DISPLAY (Ordinary Posttions) 38+ per single column inch 


Rate Card operative from 2nd March, 1953 


NET WEEKLY SALES 83,487 (Certified by A.B.C.) 


Associated Kent Newspapers 


Group Accounts Office: 30 High Street, Chatham (Chatham 2213) 
Advertisement Represeniatives: E. W. Player Lid., 30 Fleet Street, E.C.4 
(Central 2786) 


Catch her eye with your message 


just when she is about to buy !No wonder so many leading advertisers 


use Redfern Advertising Rubber Mats as the essential ‘reminder med- 
ium’ in their advertising campaign. These mats are welcomed by traders 


DOWNPATRICK as useful furnishings for the shop—that’s why such valuable sites are so 
@ rnvacu “ 


 anamni . = freely and gladly given. Colourful, permanent and hardwearing, Redfern 


Advertising Mats can incorporate any trade-name, 


“ mark or slogan in a variety of colours, 
re Population 1,370,709 Be SOGR MATS > FLOGR MATS - COW MATS 
2 Hours Flying Time from London ¥ Tyr eae ncidilbensamaiie: te 

Daily Sea and Air Communications . 
Modern Internal Road Transport System 
No Customs or Trade Barriers 
Most Efficient Daily Coverage of the Whole 
Area by the Northern Whig 
Heod Office : London Office: 
scat» Herpes 107 Fleet St., ECA. 


Write for this folder containing details of 
our permanent point-of-sale advertising 
medium. It could carry a message for you. 


Phone 22884 Phone. Central 9179 


DPorthern K hig ADVERTISING RUBBER MATS 


REDFERN'S RUBBER woRru«e Limited 


| MWATIONWAL ADVERTISERS’ DIVISION - HYDE + CHESHIRE 
LARGEST NET SALE IN NORTHERN IRELAND EVERY MORNING | 
| T.P.g20 


Arthur | pion Service 
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Learn more about 


Type Strategy 


FROM VINCENT STEER’S monumental hook 


PRINTING DESIGN AND LAYOUT 


HE 26 soldiers of lead in their myriad forms are the batta- 

lions which win or lose the battle of advertising. This book 
tells you how to deploy your types successfully. The chapters on 
The Limelight of the Layout, The Principles of Type Selection, 
Dramatising the Advertiser's Message and the Details of Fine 
Typography will give you vital information which will enable you 
to become a master strategian in “Operation Type”’. Sir Francis 
Meynell says: “I have read many books on the subject and once 
even wrote one myself. I make no exception when I say that 
Mr. Steer’s seems miles the best’’. 428 pages, size 11” x 84”. 
HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISE LIMELIGHT OF LAYOUT - TYP! 
DESIGN «© CALLIGRAPHY * LETTERING POR LAYOUT ~ USE OF PRINTER‘S 
RULES» TYPE CALCULATIONS *© DETAILS OF TYPOGRAPHY « DRAMATISING 
THE ADVERTISER'S MESSAGE CHOOSING THE RIGHT PAPER + BOOK 
TYPOGRAPHY * COMMERCIAL TYPOGRAPHY + TYPE SELECTION CHART 
48 COPY-FITTING CHARTS « INTERNATIONAL PARADE OF 500 TYPE FACES 


—FREE EXAMINATION OFFER 


To VIRTUE & CO., LTD., AW Dept., 9/11 Gray's Inn Road, London, W.C.1 
Please send me PRINTING DESIGN AND LAYOUT, in 1 volume. 1 will return 
it in one week or send you 10/- deposit and 4 further monthly payments of 10/- 
(Cash Price 47/6) 
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For sites worthy 


of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St. 
Birmingham 


Phone: Central 3784-5 


GLAMORGAN 
GAZETTE 


SERIES 


FOUR SEPARATE NEWSPAPERS FOR 
@ BRIDGEND 


Central and Market Town of 
Mid-Glamorgan. 


@ MAESTEG 
@ PORT TALBOT Which has largest Steel works 
in Europe. 

Popular Welsh Seaside Resort. 


Largest Mining Town. 


@ PORTHCAWL 


Also special editions for Vale of Glamorgan, 
rich agricultural district; and Afan Valley, 
mining and industrial. 


COMPLETE COVERAGE IN ALL THESE AREAS 


A.B.C. SALE EXCEEDS 
17,000 copies weekly 


Estd. 1866 Published Fridays Threepence 


Head Office: 
QUEEN STREET, BRIDGEND, GLAMORGAN 
Tel, Bridgend 119 


sled 
48,000 of these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy;cartons_they;fold completely 
flat for packing. 


Another job well done by. . . 
dé 


OF ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 
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Advertisers also need... 


“twroru . 


Basically, there are two approaches to package design: Concentration entirely 
on the surface, or complete redesign with the surface becoming an integrated 
item of the general overall packaging design problem. The Newforge cans 
(above), designed by the author and F. H. K. Henrion, are an example of the 
first. The ‘*Carry-Home"’ pack for six bottles of Clayton's fruit juices shows 
how an. imaginative approach to the overall problem produces a sales- 
pulling container 


PACKAGING 


Check list for planned 
that sells the goods 


11H the ever-increasing among lines that are sold in a 
trend towards a seller's mew “make-up” or in a_ pack 
market manufacturers are Which makes them stand out from 
gradually realising the great ‘heir more ordinary competitors. 


One of the most striking 
examples of successful “packag- 
ng” design has occurred recently 
in the soft drink fields both in 
this country and in America. Give 
the customer an opportunity to 
take with him half a dozen pre- 
packed bottles instead of the 


value they can obtain and the 
increased sales they can achieve 
by “pre-packing” their goods 
in containers that are more 
than just boxes or protective 
wraps. Planned packaging de- 
sign goes hand in hand with 


planned product design and customary one bottle, and he wil! 

forms an essential part of often do so. 

merchandising. Packaged butter, bottled beer. 
While display material may factory-packaged ice cream and 

ensure a preferred position for tinned food are only some typical 


the product for a while, most of examples along similar lines of 


the time the packaged article tlier merchandising periods 
stands shoulder to shoulder with These Se ae 
its competitors and its sales ments were not created by “pub- 


. Ns i é H le 
appeal is put to the acid test, on lic demand” but by imaginative, 


sresivhte rch: p 
‘ie nim maneil fk resig ed ‘ merchandising and 
Create a pack which is attrac- packaging experts who took the 
‘ pride eh. x : Rhos pte lead in stimulating a desire within 
ive, protects well, incorporates 


the consumer to buy. 
Assuming then that the estab- 


lished packaging considerations, 
such as: 


easy brand identification, a pack 
which simplifies the display prob- 
lem and can be taken away with- 
out further wrapping or is handy 
for re-use value and you have the 
perfect pack. It will shout dis 


Protective 


value 
Packaging ease 


creetly “Take me In short, it Bulk packing and storage 
will sell convenience 

Make people talk not only Brand identification 

} . 
about your products but also Colour and family style 
about your pack and you will 


Good typography 
have achieved 100 per cent adver Pograg 


) . 
tising valuc Make vour pack to Display value 
‘ perform additional functions and hase of handling 
- vou will increase vour sales Re-use value 
Design it for re-use value, or the /conomy in production 
packing of two or more items 


ure already known factors in the 
creation of a new packaging 
design, how can we achieve the 
best result? 
Basically, 
proaches 


instead of one; arrange the incor 
poration, where suitable, of a 
simple g ft tag or an address panel 
for easy postal despatch; or intro- 
duce a simple opening or dispens 


there 


are two ap- 


ing device. Above all, give the Surface design. Where for 
consumer the feeling that he is various reasons the manufacturer 
getting good value for his money fecls that his basic container or 


Some of the best selling post 
war products are to be found 


pack 


is completely 
and 


need 


satisfactory, 
not or cannot be im- 


pack design 
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By W. M. DE MAJO, 


proved but requires the surface 
design to be brought up-to-date 

General design. Where surface 
design forms only part of the 
problem and becomes an inte- 
grated item of the general overall 
packaging design problem. 

In both cases, the following 
check list will provide a basis for 
the final design 


A MERCHANDISING 
FACTORS 
1. Merits: will product's quality 
and visual aspects be worthy 
of its new pack?’ 
2. Consumer needs and use 
3. Consumer buying habits, 


4. Retailer buyine and omer 
chandising habits 

§. Competitive products and 
their advantages or short 
comings 

6. Functional aspect advis 


ability of incorporation of 
additional sales features 

7. Products) intangible merits 
and value; customers recog 
nition value etc 

8. House style; relation to re 
maining company's products 


9, Descriptive matter, Wade 
mark, branding, sales and 
instructional Messaze 

10. Legal requirements Gmpor 


tant in the case of packaging 


of food produc chemicals, 
etc., and for caport) 

11. Sales promotion tie-in with 
point - of - sale displa' 
material, pres :dvertising 


demonstrations, cto ) 
12. Consideration of out 
tainer (bulk pact 


con 


B—DESIGN AND PHYSICAL 
FORM FACLORS 


1. Size, dimens nd shape 
(weight of p: 

2. Nature and « erst of 
contents 

3, Design mm and 


Consultant Designer 


general function (should 
contents be visible; is pro 
fection against dampness, 
heat, ete., required) 


= 


Materials and construction to 
be used. (Depending on suit 
ability, availability of 
materials and manufacturing 
facilities.) 


+ 


Colour selection, texture and 

feel” of packaging material 
Typography (selection = of 
letter types most suitable for 
product) and quality of 
material on which it will 
have to be used) 


- 


€ -PRODUCTION FACTORS 
Production facilities avail 
able for manufacture of 
pack, assembly and packing 
Unit cost 

Purchasing requirements 
(method and uantities) 
Storage and shipping re 
quirements 


ats 


aS 


Once the answer to these points 
have been carefully established 
and discussed, ensure that your 
design expert is given the fullest 
co-operation by your merchan 
dising and = production depart 
ments. ‘eam work is essential 
but avoid large and cumbersome 


conferences at which little con 
structive work 4s achieved It 
you have to form committees 
ensure that the chairman of the 
committee is a director or some 
one who can and will  taks 
decisions on the spot. Chose 
your packaging expert carefully 
but once you have made your 


selection and briefed him clearly 
give him a free hand. Don't rush 
work unnecessarily 

Above all, 
mnaginative 
creates sales 
creased sales mean greater con 
sumer acceptance, which is really 
where I came in, namely——-Good 
Packaging Design Pays Dividends! 


remember 
packaging 
increased 


that 
desizn 
and in 
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What every advertising man 
and woman should know about the number of people— 
or organisations —in a particular line of business or 
of a particular rank or title, is all plainly set out in 
the latest Facts & Figures issued free by Cl. With a 
copy on your desk, you can keep tabs on the number 
of prospects direct mail can help you reach for a 
thousand and one propositions, And when you want 


to check on the help we personally can give you 


well, you'll find a few choice words on that subject too, 


To make sure FACTS & FIGURES 
fay, on your desk, better get us to 


send an extra copy or two for your 


/ A . 
CG) colleagues while we're about it. 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House © Shaftesbury Avenue © wco2° Temple Bar 2641 
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PUBLIC RELATIONS 


Public relations is being 


Arrit 16, 1953 


increasingly recognised as a 


promotional instrument in its own right. An advertiser can 

conduct his public relations through his own P.R. organisation, 

through an advertising agency P.R. unit, or with the aid of an 

independent consultant. Here, these three means are described 
and compared. 


There are three ways 


industry can follow 


By ALAN CAMPBELL-JOHNSON, 
Joint Managing Director, Campbell-Johnson & Swarbrick, Ltd. 


ie the words of the historian 
“to define the faith is to 
limit the faithful.’ Public 
relations bears its share of 
witness to the frustrating truth 
of that axiom. 

The term us such that if it is 
taken to mean literally the rela- 
tions of a cause or product with 
its various publics then the 
function of direct sales advertis 
ing 1s liable to be seen as a 
sector—albeit a key one--of some 
wider front. 

PR undoubtedly reaches out 
into new territory. It is clearly 
involved in the study of opinion 
states (and incidentally, in the 
appropriate application of  sur- 
vevs); it is deeply interested in 
developing the techniques of 
skilled underselling and it is at 
all times the discriminating inter- 
preter and student of the social 
sciences. It is, in’ short, the 
function of PR to harness the 
new promotional knowleda 

Let us settle for the general 
formula that industrial PR is con 
cerned not so much with sales 
as with the atmosphere in which 
sales can be made, but let us add 
at once that public goodwill can 
not be sustained” solely or 
indefinitely within the bounds of 
bought space or sponsored time 

In as far as public relations 
is concerned with the pursuit 
of editorial publicity it of course 
spurns the doctrine that time o: 
space are free, save only in the 
sense that an editor ts free and 
able to distinguish between put 
tery and genuine news creation. 
Editorial aversion to handouts ts 
an indication that the press 
agency side of PR is too fre- 
quently achieving quantity of out- 
put at the expense of quality 
For PR should be not only the 
skilled selection of information 
and media but also the skilled 
breakdown of publics into ap 
propriate groups and the skilled 
approach to those groups. 


The problem of how to say it 
iy only part of the problem. PR, 
if it is to be worthy of its hire, 
must also be in a position to give 
guidance on whether to say it; 
and this strategic question can 
only be answered if Public Rela 
tions is exposed to — policy 
decisions 

It is not sufficient to instruct a 
public relations officer “This ts 
what we have decided, now push 
it out.” As often as not the 
decision would have been worded 
or timed differently if the PR 
viewpoint had been appropriately 
considered, 

We have stressed the indirect 
character of Public Relations, At 
the level of imparting editorial 
information it can, in general, 
deal more easily in commodities 
than brands, but the pulling 
power of commodity promotion 
is all too often missed, and it 
would repay the maker of a 
trand to weigh carefully the risk 
of nenefitting a competitor against 
the advantages of presenting in 
his own terms the context in 
which they both operate. I recall 
before the war as particularly 
effective, promotion of the general 
meaning and virtue of vitamins 
no more and no less--by a brand 
manufacturer of Vitamin D. 
there are various generic terms 
to-daV raising comparable PR 
problems to those so boldly faced 
by that Vitamin D manufacturer 

There are by now three well 
established means of tackling the 
public relations problems in the 
industrial and commercial field 
Functionally they differ in degree 
and not in kind. They are 


The Advertiser’s own 
PR organisation 


This ranges in sve from the 
fully fledged PR department to 
the single employee PR officer 
Such a group or individual is 
perfectly capable in theory of 
fulfilling all the required public 
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relations functions but the limit- 
ing factors encountered in prac 
tice are usually twofold. Firstly, 
there is the occupational difficulty 
of fitting PR into staff hierarchies. 
While it is almost universally 
conceded in America (where PR 
is far more firmly entrenched) 
that PR is a function of senior 
management, there is still no 
apparent uniformity of doctrine 
here as to the role, person or 
even existence of PR at board 
level, or the status of the PR 
executive not on the board. It 
is frequently desirable for staff 
PR to have information and 
aavisory influence without the 
limitations imposed by normal 
staff = seniority and = “proper 
channels.” 

This leads into the 
imitation of PR from_ within. 
which is that while it can per 
fectly well present the company 
to the public it is not always well 
placed to represent the public to 
the company. While it is essen 
tial for the PRO to believe in 
his company’s good works, it ts 
also necessary for him to shake 
off subjective temptations and 
view the whole of its operations 
with suitable non-attachment 


second 


The Advertising Agency 


PR unit 


Advertising agents alive to 
these difficulties and to the need 
to supplement their own direct 


in advance of 
Historically speaking. 
some of these agency depart 
ments have been pioneers in 
establishing professional stand 
ards and techniques for public 
relations as a whole, Here both 
status and service are closely 
linked up with the press attitude 
to the agency nexus and also 
with the priority accorded to 
PR requirements within — the 
ageney, 


achon some ume 
PR units 


Ihe Independent 
PR_ Consultant 


In the case of the outside 
consultant, the status — issue 
is tackled by according PR 
formal separation from and 
independence of advertiser and 
agent alike. Independent consult 
ancy has sprung not simply from 
an assertion of “divine discen 
tent’ with a tied or subordinate 
status; it also has its roots in the 
goodwill and requirements ol 
agents who have quite deliber- 
ately been unwilling to become 
“universal providers.” 

Ix there any yardstick by which 
these respective PR services can 
be measured? It is not easy in 
the light of current working 
experience to propound any dis- 
tinct advantages of one method 
over the other. 

On the assumption that a staff 
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or agency PR departmem is an 
information unit acting in his 
name. Most independent consult 
ants are able and willing to 
undertake this executive role 
the important point is the 
establishment either by the adver 
tiser himself or on his behalf of 
effective and sustained liaison 
with the various publicity outlets 


While there is much to be said 
for this basic informational role 
being performed by the adver 
tiser himself, full scale PR results 
are often to be secured only from 
the staff officer or group working 
in double harness with an outside 
unit, thus ensuring that PR oper 
ates both ay an inward ey 
outward view. 


and 


It must be confessed 
techniques and mental 
associated with the 
selling, marketing 
advertising of products do not 
always induce a sense of PR 
values. PR may only begin to 
emerge as a promotional force 
after a successful sales penetration 
or advertising assault has already 
taken place. It is when a com 
pany’s position im a market has 
hecome stabilised and the days of 
its aggressive adolescence are 
over that sustained PR can give 
the cover of established reputa 
tion from which further advance 
can most effectively be made 
At the other end of the scale the 
planning of public relations 


that the 
allitudes 
successful 
and = even 
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particularly true if a produce is 
to be launched which entails 
some major commodity develop 
ment. bor example, in the broad 
fields of plastics or artificial 
fabrics the PR message may well! 
need to be given months ahead 
of the launching of the actual 
product 

Advertising and public rela 
tions are allied and related 
functions, even if their respective 
spheres of influence as in the 
case of institutional advertising — 
are sometimes in doubt There 
iS 4 growing acceptance, however, 


set-up is beyond the advertiser's 
resources it is always possible for 
him to use either the consultant 


policy in support of an advertise- of public relations as a major 
ing campaign may well involve promotional instrument in its own 
the direct sales message. This is right. 


advertising services have them- 
selves established fully equipped 


Oi 1H] 7 
phat are you Sos 


But gentlemen « - 
to print on ¢ 


Every day, absolutely splendid conferences 
weigh the dynamism of layout, the mood of typography, 
the impact of copy. The outcome, unless it is a 
freak, will be something printed on paper. 
Yet the paper to be used for a booklet or brochure 
frequently vets very off-hand consideration. 
Do call in Spicers paper consultant early. 
Paper can set terrible technical traps. He will help you 
to avoid them. Each type of paper has its own character, 
contributing as surely as typography or layout to the mood ot 
a project. Spicers paper consultant can help you tind the 
paper most brilliantly apt. You will find his knowledge 
wide and practical, offered freely by an active mind. 
artists, art directors and advertising managers 
draw on it as a matter of routine. 


Many 


speak to as 


Telephone: Central 4211 + 19 New Bridge St., London, EC, 
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idea to finished plate. 


phone Strand Litho. 


157 


AND 


engineer. 


EMMOTT & 


: 


-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “* Multilith’’ and Rotaprint Users 


The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- P E 
BILITY—which is the kind of service that Strand 

Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
So to be sure of quick, 
friendly, personal attention to every detail... 


THE STRAND LITHOGRAPHIC CO. LTD. 


FARRINGDON ROAD 


Mechanical World 


ENCINEERINC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY 
50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 | 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 a 


H,O/N 
TERMINUS 
2691/4 


LONDON 


Beton 


LIMITED 


IF IT’S THE LOCAL GOVERNMENT MARKET 


Rate Card and specimen 
copy from Advertising 
Offices 21/22 Grosvenor 
Street, London, W.1 
Tel; GROsvenor 7452/3 


—put the LOCAL 
GOVERNMENT 
CHRONICLE on 


Your pohedulé 


ESTD. 1855 , 


SIxTY FIVE YEARS 


We congratulate “Advertiser's Weekly” 


on reaching their 


40th anniversary. 


1953 is also a landmark in 
THE MEAT TRADE 


This Journal celebrates its 65th anniversary 


Throughout this long 


period it has been recognised as the official organ for the trade and is 
the proved medium to carry your message to $1,000 potential customers. 


Guaranteed weekly sales 


31,000 copies 


‘THE 


MEAT TRADES’ JOURNAL 


5, CHARTERHOUSE SQUARE, LONDON, E.C.! 
Telephone : CLE 4086 2659 


CORONATION | 
ENLARGEMENTS | 


Ask for illustrated price | 
list and supplement 

showing latest } 

Roya! Familygroup,etc. | 


AUTOTYPE 
Brownlow Rd. W.13 
EALing 269! | 


A ‘“*MUST”* FOR LUXURY GOODS 
ADVERTISERS FOR APPEAL TO THE 
MANY WELL-TO-DO VISITORS WHO 
WILL FILL THE LONDON THEATRES 

IN *LONDON’ TRE MMES 
you can interest them in Perfumes, Clothes, 
Shoes, Jewellery, Cars, Restaurants, etc., 
while they are in their most receptive mood 
—in the theatre. Page rate from C5 per week 

GRANTLEY & CO. LTD. 
63'S Piccadilly, W.!. Regent 2552°3°4 
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What research can do, 


why it is necessary 
and what it costs 


By HENRY DURANT, Ph.D., 


President of the European Society of Opinion and Market 
Research; Council Member of the Market Research Society, 
and Director of the British Institute of Public Opinion 


UST as an army cannot get 


*F along without reconnais- 


sance, so industry to-day has 
to use market research. With- 
out systematic collection and 
interpretation of the facts con- 
cerning the market, it 1s Impos- 
sible to make the decisions on 
which the fortunes of a 
company depend 

Market research is still young, 
it is still growing, but the likely 
lines of development now seem 
to be fairly clearly marked. There 
are ad hoc surveys, dealing with 
specific problems, and there are 
continuous surveys, repeated on 
standard bases. The latter type 
is mainly a development of the 
last 15 years. 

The personnel in the field has 
expanded considerably since the 


war and to-day the Market 
Research Society in Britain has 
more than 110 members (or 


associates). The European Society 
of Opinion and Market Research 
(ESOMAR), with the writer as 
its president, has members from 
a dozen countries 


What services can 
manufacturers get 
Market research and related 

forms of research, it will be 

recognised, are well established 
and of continually growing 
stature in the modern world. 

What services can the manu- 

facturer get from these sources, 

in return for the money he pays?’ 


We will take a look at this 
country and try to answer that 
question in terms of the things 


that are happening to-day. Before 
dealing with the organisations 
which work in the commercial 
field, one or two striking develop 
ments elsewhere need to be com 
mented upon The Government 
has established its own Social 
Survey. Louis Moss, president of 
the Market Research Society, has 
been the director from its incep- 
tion in 1941. To-day he 1s 
carrying out all sampling surveys 
for Government departments 


In more than one instance the 
economics suggested by the re- 


sults of a survey have amounted 


to more than the whole year's 
Budget for the Social Survey. 
Ihe B.B« had been even 


earlier in the field. Their research 
organisation, built up by Robert 
Silvey, has been responsible fo: 
a listenership survey throughout 
Great Britain on every single day 
since their surveys started on 
December 3, 1939. The number 
of interviews made by the B.B.C. 
must to-day total more than five 
million, a world record by some 
millions, 

A lot of money is also being 
spent by business on sampling 
surveys. Unilever, Hedley, 
Rowntree, Reckitt & Colman, 
Mars, to mention some of the 
firms, have set up their own 
market research organisations, in- 
cluding field workers, and they 
are therefore able to carry their 


surveys through all stages to 
completion. Between them they 
make a considerable number of 


surveys each year, covering pro- 
duct development, consumer be- 
haviour, advertising research, 
retailer attitudes, in fact every 
aspect of market research. 

At least 20 other large firms 
also have their own market 
research departments, fully 
equipped to handle surveys, with 
the exception of the field work. 

Advertising agencies are in- 
creasingly equipping themselves 
with a market research section. 
The advertising world itself has 
been profoundly affected by this. 

Firstly, one effect of market 
research is that knowledge be 
comes generalised. It is set out 
n a report for everyone to read 
and 1s no Jonger private property 


of one person who carries it 
around locked in his head. This 
means that to-day there is far 


than formerly to 
try to buy rival agencies’ staff 
away from them. The resultant 
effect upon the stability of em 
ployment in agencies need not be 
underlined. 

Secondly, where the tool of 
marker research is utilised, the 
approach to a client's problems 
must be based upon the facts 


less incentive 
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ing. 


of the case. There is less room 
for the “hunch approach” and 
more room for painstaking 
analysis of the relevant factors 
The more analytical the ap- 
proach, the less likely it is that 
mere showmanship or a course 
steered “by guess and by God” 


is likely to succeed, 
Thirdly, it is an inevitable 
development that the x-ray of 


research will be turned upon the 
advertisements themselves. Gallup 


started systematic research into 
advertisements as far back as 
1928. The technique he had 


developed was adopted practic- 
ally without modification by 
Starch, who has run surveys for 
agencies, advertisers and periodi- 
cals over the last 18 years 

In this country a similar 
service, the Field Readership 
Index, has been in Operation 
continuously since 1948. All the 
big agencies subscribe. 

A number of = independent 
market research organisations 
exist and it 1s interesting to note 
some of the surveys they offer 

Neilsen’s, established here just 
before the war, over the past 13 
or 14 years have been making 
their shop audits. Judging by the 
number of subscribers they have 
secured, their survey meets an 
important need and there is 
every indication that they will 
continue to flourish and expand. 

A shop audit is also carried 
out by the British Market Re- 
search Bureau, This audit covers 
a total of 1400 shops and 
BMRB aim at producing the 
results within a few days of the 
cessation of field work. 

A housewives’ panel of 2,000 
members is run by Bedford Att- 
wood. He has more than a dozen 
subscribers to his surveys and he 
is now. sufficiently well estab- 
lished for his results to be dis- 
cussed dispassionately by R. N. 
Wadsworth in a recent number 
of Applied Statistics (published 
by the Royal Statistical Society) 
One great advantage of his panel 
is, of course, that since the basis 
is a sample of housewives, the 
purchases they make cover every 
type of outlet, 

A regular service recently estab- 
lished by Social Surveys Ltd.., 
is the Consumer Precision Index. 
This is a quarterly pantry check 


of a random sample of house- 
wives throughout the country. 
With shop audits telling the 


manufacturers what is in the 


pipe-linc, with the panel saying 
what the housewife is purchasing, 
where and how often, the picture 


Developments 
outcome of a more serious approach to market- 
There is no sense in a manufacturer 
building up an efficient sales force unless he 
has at his disposal an adequate background of 
market intelligence. An essential part of this, 
market research can supply, and it is not 


in market research are an 


unduly expensive. 


is completed by Consumer Pre- 
cision Index saying what stocks 
are on the pantry shelves at a 
given moment, 

These developments in market 
research are the outcome of the 
growing tendency to regard mar- 
keting as an operation which is 
to be approached seriously and 
its techniques studied carefully 
[here 18 no sense in a manu- 
facturer building up an efficient 
sales force unless he has an 
adequate background of market 
intelligence. 


When a new 
product is launched 


The whole process is one 
exemplified in the launching of 
a new product. The almost 
inevitable stages when a firm 
decides to invest a considerable 
sum in a new product are: 

(a) Lab. research to produce a 
satisfactory product according 
to lab. standards, 

(b) A consumer test to discover 
how the housewife or male 
user reacts to the new product 

(c) Results of this consumer test 
are studied and, if necessary, 
the lab. has to think again. 

(d) When a satisfactory product 
has been achieved, perhaps on 
the basis of renewed consumer 
checks, it is likely that a test 
marketing will be undertaken. 
A consumer survey is likely 
to be made before the test 
marketing ts launched; the 
results will be assessed on the 
basis of a further consumer 
check, probably accompanied 
by a survey among the re- 
tailers handling the product. 
In the whole process, market 


research forms an_ integral 
part. 
Market research, of course, 


costs money and many firms fight 
shy of it because they believe it 
to be wildly expensive. This is 
not the case. 

The cost of the surveys out- 
lined above, per product group, 
ranges from £2,500 to £3,000 
per annum. The cost of making 
a survey among housewives will 
depend, of course, upon the 
size of the sample and the 
nature of the problem to be 
investigated. The range for 
different surveys may be as 
wide as from £250 to £2,500, 
but if the client has clearly in 
mind what he wants to know, 
it is usually possible to supply 
the information at a cost that 
he can afford. 
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your campaign. 


IF YOU HAVE 
SOMETHING 


SELL 


nationally or in any particular 
area, write to Sheldons and they 
will tell you whether or not in 
your case POSTERS will pay you 


and also just exactly how to place 
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Largest Net Sale in Kent 
KENTISH TIMES | 


SERIES OF WEEKLIES 


Eight papers 
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Kent. Intensive'coverage in BROMLEY, SIDCUP, 
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ELTHAM, 


ORPINGTON, 
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NET SALES A.B.C. 
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SERIES 
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West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 
London: George Jackson, 
Clifford's Inn, E.C.4 HOL 3611 
Founder Member London Suburban 
and Home Counties Press Group 


DOASPLAN 
SUK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLEMDER PLACE. CAMDEN TOMM an, 
€UStTOn 1416-7 


Largest Circulation 
in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 
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Shop displays must do 


the salesman’s job 


“ Point-of-sale”’ has become “ point-of-purchase” because the 

art of selling over the counter has been lost. Displays must 

therefore do more than remind. They must create the desire to 
purchase. 


By A. W. J. LINDSELL-STEWART, 


General Manager, Leon Goodman Displays Ltd., 
Immediate Past President, 
Display Producers and Screen Printers Association. 


DISTINCTION must be 

made ‘between “point-of- 

sale”—the term in general use 
and “point of purchase.” 

With the war, the art of selling 
over the 
counter Was 
lost. Only 
here and 
there has it 
been revived 
The new 
generation, 
by and large, 
only knows 
how to hand 
over the 
counter mer 
chandise 
asked for by 
3 e : p Ad- A W. | 
er Lindsell-Stewart 
vertising, by 
its injunc- 
tional copy, has—-and rightly 
encouraged this state of affairs. 

When the point-of-sale really 
was a point of sale, display 
material for retailer use fulfilled, 
in the main, a reminder function, 
Now it must do more than 
remind. It must do the job of the 
salesman. It must reinforce the 
advertising for branded products, 
or perform the function of adver- 
tising, if, as sometimes happens, 
there is no other. /f must create 
the desire to purchase. 

If we can agree that the pub- 
le “purchase” rather than are 
“sold,” then we can assess at 
their true current value the 
various groups of “point of pur- 
chase” publicity These can be 
classed as follows: 

1. Mere reminder publicity. 

2. Reminder—injunctional pub- 

licity. 

Both of these usually take the 
form of simple showcards, trans- 
fers and the like, and are not 
costly per unit. But they are the 
most wasteful form of “point of 
purchase” device. The store dis 
piay man or shopkeeper has little 
use for them. 

There is only one possible for- 
mula for avoiding this waste 
This is to make the publicity 
material so good that the shop 
keeper is convinced it will in 


crease sales. Which brings us to 
the next group. 

3. The “selling” showcard. 

This is designed to tell a story, 
create the urge to possess, and 
state the price. To do all this 
on a showeard presents a prob- 
lem. ‘The temptation to get a 
quart into a pint pot must be 
resisted. A showcard is no place 
for a long disquisition on the 
merits of a product, which no- 
one has time or inclination to 
read. How many potential cus- 
tomers go into a shop to learn 
what they ought to buy? Mighty 
few! 

The greatest effect will be 
attained by a clear statement 
of the product's name, function 
and price. Laudatory phrases, 
“best of any” claims or elabor- 
ate details obscure legibility, 
defeat quick thought, and 
defeat a decision to “try it.” 
This holds good even more 

strongly if, as often happens, a 
commodity cannot bear the cost 
of initial introduction to the 
consumer by press or other ad- 
vertising, so must be introduced 
at point-of-purchase 

4. The counter display unit. 

In this group there is far less 
waste by unuse. The cost per 
unit being higher, more thought 
1s given by the advertiser to 
retailers’ requirements regarding 
size, and to distribution. Units 
are seldom freely distributed 
without some assurance that 
retailers will put them on display. 

On the other hand, too little 
care is often taken to have an 
attractive or novel design. There 
s too often no link with other 
advertising, or if there is, it is 
solely by using a logotype, fussed 
up or amended to fit the display 
designer's urge for effect. 

There is a deplorable tendency 
among some designers to ignore 
the merchandise and only bother 
their heads about their precious 
“creation.” Such men are dan- 
gerous. They must learn that 
the sole purpose of their designs 
is to present goods attractively, 
not to be a means for artistic 
self-expression 

Counter display units—indeed, 

Continued on page !2/ 
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PRINTING 


How modern techniques 


aid the advertiser 


SORE EEE EEE EEE HEHE EEE EEE EE EEE HEHEHE 


By 


BERNARD NICHOLLS, 


Managing Director, C. Nicholls & Co. Ltd., of 

Manchester, Reading and London; President, 

Manchester and Salford Master Printers’ Associ- 

ation; Vice-president, Lancashire and Cheshire 
Master Printers’ Alliance 


A 


LMOST all the aid printers 
give advertisers to-day is 
based upon three processes of 
reproduction—letterpress, off- 
set-litho, and gravure, intro- 
duced some 500 years, 150 
years, and 50 years ago respec- 
tively. None is_ therefore 
“modern” but recent improve- 
ments in practice and technique 
have greatly improved their 
efficiency. 
Letterpress printing, though the 


oldest of the processes, is still 
used for the bulk of printed 
matter. But it has moved with 


the times. 

In recent years, for instance, 
letterpress printers have sought 
means to increase productivity. In 
reducing make-ready time on print- 
ing machines by a variety of pre- 
press systems with precision 
apparatus designed to eliminate 
defects in the printing formes 
before they go on the machine, 
much has been done to counter- 
act the increase in wage rates and 
paper costs. Copy is now read, 
and type-written where necessary, 
before it is sent to the composing 
room and working layouts are 
often prepared before typesetting 
proper begins. The compositor, 
using a make-up and register 
gauge, ensures that printing units 
on each page are brought into 
register while the type is still on 
the galley. Blocks are checked 
and interlays, prepared by a 
specialist staff, bring plates up to 
printing height. 

All units are then assembled in 
the forme to provide an almost 
perfect and uniform printing sur- 
fice which can be running on the 
machine in a minimum of time 

The standard four-colour and 
three-colour process inks in BS 
1480 have established measurable 
values of hue, colour-strength and 
light fastness which have been 
agreed, after several years of re- 
search, by printers, blockmakers 
and ink manufacturers. These 
inks are now supplied by most 
British ink makers. They have 
gone a long way to eliminate the 


“doctoring” that was necessary 
when printing simultaneously 
process plates from different 


sources, each perhaps separately | 


etched to suit one maker's inks. 
In other words, providing blocks 
are etched to B.S. inks they may 
be printed together, and the 
original colour-rendering retained. 

An admitted limitation of four- 


colour reproduction (both in 
letterpress and litho) is its in- 
ability faithfully to reproduce 


emerald greens, bright violets and 
bright purples. Most advertising 
agents and their clients (and 
printers too!) must at some time 
have been disappointed when 
cemparing the procfs with a 
drawing rich in these hues, made 
specially for reproduction. 


Artists should 
limit palette 


It is, therefore, logical for an 
artist making drawings for repro- 
duction to limit his palette to 
colours which can be accurately 
reproduced by the ink pigments 
at present available. With this 
problem in mind PATRA has 
recently sponsored a range of 
press water-colours which com- 
prise a process red, a process 
yellow and a process blue, the 
other colours being produced by 
mixing these three and adding 
black. The range will, no doubt, 
eventually be extended to jnclude 
ready-mixed secondary and ter- 
tiary colours. 

Artists should accept the limit 
ations that the use of press water 
colours involves. Their use, to- 
gether with the B.S. 1480 process 
inks, will save many arguments 
and disappointments, 

Offset-litho printing has been 
used to an increasing extent since 
the war. Prominent among recent 
developments are the bimetal and 
the trimetal plates. These plates 
have no grain and therefore no 
dot distortion, which means that 
half-tones of up to 200 line screen 
can be used. High concentration 
inks can be used with these 
plates, giving greater colour 
strength and a crispness usually 
associated with letterpress 

In four colour reproduction by 
photo-litho the amount of colour 
correction by retouching and re- 
etching on the plate is limited, so 


Continued on page | 20 


27 CHANCERY | 


crw 


THE STRANGE CASE OF THE PRINT 
BUYER WHO BURST INTO SONG ... 


He has produced a good job smoothly and to 
time. It has about it that special quality found 
His 


Even the 


only in a high quality prece of print. 
directors like it. The client likes it. 
client’s niece clever at drawing) likes it. Can 
you blame him for creasing his battle-scarred 
countenance in uninhibited song? For resolving 
that, in future, all photo-litho shall be placed 


in the same capable hands of Charles and Read? 


where | he 


' photo-litho offset comes from 


LONDON, W.C.2, PHONE HOLBORN 2682 
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PRINTING 


Continued 


that the practicability of masking 
systems is receiving attention. 

Photogravure is mainly con- 
fined in this country to the perio- 
dical printing section of the in- 
dustry, where it achieves a rich- 
ness and depth in illustration, 
either monochrome or colour, 
hardiy equalled by any other 
process. 

There has been a great increase 
in the number of colour sections 
used in gravure periodicals. As 
in photo-litho the amount of re- 
touching and re-etching is limited 
and the problems of colour mask- 
ing are being investigated. 

“Near-print” is an expres- 
sion which covers photographic 
and typewriter type composition 
used in conjunction with litho 
printing machines. Printers are 
investigating the possibilities of 
near-print equipment with the 
object of reducing the cost of 
production and relieving pressure 
on composing machine produc- 
tion. Some large print users have 
installed these machines mainly 
for production of stationery for 
internal use. 

Typical of these machines is 
the “Justowriter”’—an automatic 
justifying typewriter consisting of 
two units-—a trial copy machine 
and a justified copy machine. The 
two units are similar in appear- 
ance, the essential difference 
being that the trial copy machine 
produces a narrow tape on which 
is punched the code for each 
letter, line spacing, carriage re- 
turn, etc., and the space needed 
to justify the line. This tape is 
inserted in the justified copy 
machine which automatically 
types justified lines and produces a 
clear, justified page suitable for 
offset reproduction 

An interesting development in 
the graphic arts is Xeroprinting. 
Although still in the experimental 
stage a rotary press has been 
demonstrated in the U.S.A. which 
prints without pressure, ink or 
rollers at 1,200 feet per minute. 
The printing medium, in powder 
form, is transferred from the 
printing surface to the paper by 
a difference in electrical potential, 
heat being applied to fix the 
powder. 

Among other applications of 
electronics in the industry are 
control of register, colour control 
and matching, detection of web 
breaks, timing and control of 
temperature and humidity. 

In printing, more than in most 
industries, established principles, 
having withstood long tests of 
time, are not easily bettered. But 
by the application of modern 
engineering, scientific and techni- 
cal knowledge they can be 
brought to vield better results at 
greater speed and lower cost. The 
trends in this direction were 
never more definite. 

Not only do printers now give 
advertisers better reproduction at 
greater speed than ever before, 
hut the prospects of better thines 
to come are quite exciting. 


Photographers 


EXTRALARGEMENTS 
” photowork 


BLACK and WHITE. or COLOUR 
ANY SIZE 
PHOTOWORK LTD. 


Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.!. Phone WEL 0938 


No more black and white, Please, 


COLOUR 


PHOTOGRAPHY 
ONLY 
COLOUR 
— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 


PULITZER 
5 KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


Color Photography 


Color Prints 
and 
Transparencies 
Creative Ideas 
for Advertising 


8 BREAMS BUILDINGS, E.C.4 
CHAncery 3416 
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Photographers 


Miscellaneous 


Established 1884 


40,000 norticutturaL 
PHOTOGRAPHS 


ee OF ALL TYP iS Se 

for ALL PURPOSES 
REGINALD A. MALBY & CO. 
19 Chelmsford 


, , E18 
BUCkhurst 0222 


Seereay boner 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 


ROBERT P. HYMERS LTD 
17 Clifford St., W.l MAY fair 6768-9 


NORTHERN AREA 
R. DIXON, 69 Albion Street 
Leeds, |. Tel. 25972 


LONDON ART SERVICE 
PHOTOGRAPHIC) LTD 
Chichester Rents 
tt Chancery WCE2 
COMMERCIALZL ADVERTISING 
PHOTOGRAPHERS 


DAY COPY SERVICE + Phome HOL+ BEGD 


SAME 


Animated Displays 


To 
Authors 
Publishers 
Advertisers 


DORIEN LEIGH 


LIMITED 
and 


W. F. MANSELL 


Have over 200,000 
prints in their pic- 
ture library 


Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENCRAVING SERVICE 


~~ SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


1% CLYDE ST GLASGOW 
™ crTy omer OUBRIEN GLASGOW” 


CONTROL UNITS 
FOR 
FLASHING LIGHTS 


CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 

Hong K Works, Exhibition Grounds 

Wembley, Middlesex. Wembiey7733 7734 


Editorial and 
Production 


Packing 


FOR SPECIAL 
f PACKING 


Te... 5 
The Aachaging Specialise 


Li2. 
NS, SON & WATTS 
a even $T.,LONDON, E.C.2 


7408 (ehree 


mONarch 


| Colour 
aa | and 
Editors Monochrome 
ond | Photography 


Advertisers 
Plus an extensive 


l PHOTO LIBRARY 
A. C.K. WARE (Photogrophs) LTD. 


28a Basinghall Street 
Ww London, E.C.2 (Met 9836) 


Please note new address 


H. Parry Jackman 
(Governing Director H & G Jackman Ltd) 


39a BARTHOLOMEW CLOSE, E.C.1 
Telephone MON 2616 
for the production of literature 
for propaganda and sales frorn 
the copy stage to the final bind- 
ing and distribution. 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 
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Direct Mail 


DIRECT MAIL 
PUBLICITY 


\ 
needs expert attention | 
It pays to consult us 


Whether it is a complete | 
campaign or a listing cover- | 
ing either a village or the | 
whole world we can handle | 
it. | 
NORMAN S. GHOSH ORGANISATION | 
(Dept. AW6), 26 Cumberland Street | 
Stokes Croft, Bristol 2 | 


Get this book 

and get 52°, 

orders from 
circulars 


See in it, exact copies of the circular 
letters (based on Senog system) that 
pulled 29%, orders and 52°. orders 

See in book a 4 pp. folder which flopped 
Then the Senog system is applicd to the 
flop. And behold! Under the magic of 
Senogism, the failure becomes a 63%, 
order-winner. 

The whole story is told in the book. In 
the book the Senog system is explained. 
All condensed into 20 pps.—every page 
full of the stuff that puts gladness into 
bank balances. We want 2s. 6d. for our 
know-how. No callers please, G. J. Jones 
(Senogism) Ltd., 302b, Park Road, N.8. 


Cut-Letters 


GLO-LITE SIGN CO. 
221 Pentonville Road, N.1, 
TERminus 3829 


Neon, day and night electric box signs. 
Wood and metal letters, glass facias, 
etc. 


1— 1,000,000 Signs Supplied 


Exhibitions « Displays | 


J. WATSON (London) & CO. LID. 


Displays in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 - Telephone SHE 4363 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER I5 


BLACKFRIARS 0856 


THE EARLY FIRM 


W. C ROBERTS 2 (0. 


RUST SQ., LONDON, S.E.5. ROD 3768 
aa 


SIGNS & PICTORIAL 
SPECIALISTS 


SIGNARTS | 


| Sign Contractors and 
} 
Writers 
* 
Pictorial Display 
Constructors 


Neon Specialists 


18a ELDON ST., E.C.2. 


| LONdon Wall 2274 | 


Advertising Novelties 


display 


lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Rood, W./! 
Tel. PARK 9431 


Cut-out Letters « Signs 


PAINTED PUBLICITY 


AND SIGNWRITING CONTRACTORS 


Established over 90 years 


FROST & WARD 


17 CHILTERN ST., W.1. WELbeck 3563 


ADVERTISING & CORONATION GIFTS 
Goldblocking, Engraving and 
Photography to the trade. 
GOODWILL ADVERTISING 


And all types of Advertising Gifts 


ANGLO FANCY PRODUCTS LTD 
janufacturers 


mi , London, NW 
Phones Hampstead $858 and Gladstone 676! 


7 1o7-171 QUEENSWAY, W2 


| 
| 
| 
| 


Phone : BAYewater 2291-2 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


doubles&s 
ART, SERQWIES 
(3 AENTISN TOWN ROAD. LONDON Nm 


move: 
MAKING 


DISPLAY & EXHIBITION 


COOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652 4 
EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


General Engraving 


H. EK. SHILSTON 


2 BRIDLE LANE, LONDON, W.1 
Phone GER 1688 


Engraving Specialists 
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Point-of-purchase 


From page 118 


publicity must be strongly 
linked psychologically, each form 
to the other forms, if maximum 
effect on the mind of the shopper 
is to be attained. The designer 
of any publicity for the use at 
point of purchase should study 
the press and outdoor publicity of 
the article he aims to present. A 
good designer will put to valuable 
use the third dimension not avail 
able for press or poster, he will 
omit the “copy” essential to press 
end avoid the he-who-runs-may 


all 


read rule essential for posters 
Yet he will so design as to 
agitate memory of the other 


advertising, presenting the goods 
so attractively that the shopper 
experiences an urge to possess, 
5. The store “feature” display, 
the window display unit, 
and the exhibition stand. 


These have either to make 
available for purchase merchan 
dise already known to the 


passer-by through other media or 
alternatively to infiuence and sell 
the merchandise—then and there 

Whether it be the “features,” 
the window or the exhibition 
stand, each unit must be a self- 
contained composition, designed 
under the maxim “a picture is 
worth 10,000 words.” 


* * * 

One must not overlook the 
handicaps under which our 
various groups have to work, viz 
sales resistance, retailers’ resist 
ance, appropriation resistance 

To take the last first, any 


advertiser who does not allocate 
part of his advertising appropri- 
ation to point of purchase should 
place his affairs in the hands of a 
good agency. Every manufacturer 
should relate the cost of his 
point of purchase publicity to his 
petential turnover and include it 
in his selling costs 

Retailer resistance is only over- 
come or partially overcome if the 
retailer's problems and troubles 
are studied and understood. They 
are genuine problems. Consider 
ations of floor 


to counter space 
cannot be ignored or glossed 
over, nor shon space amended 


‘o suit a particular design or the 
advertiser's ideas It must be 
assumed the shopman knows how 
to plan his shop and lay out his 
counters, and only seldom will 
an individual here and there be 
persuaded to change around for 
a campaign to uplift the sales of 
one jtem of merchandise 

Recently there has been a 
tendency and a mighty wise one 
too to have point of purchase 
publicity of a less elaborate and 
less costly nature. It is sensible 
to supply the retailer with ex 
pendable displays, not because 
they save the advertiser's money, 
hut because the advertiser can 
afford to have more frequent 
renewals with a livelier effect on 
the public mind. But new issues 
must show a change in the actual 
design, even though there may 
be no change in the advertiser's 
packaging, ete. 
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Services & 


Supplies 


(Continued from page 1/21!) 


Silk Screen Services 


Silk Sereen Services 


Blocks & Dies 


DASPLAN \ 

SVK SCREEN 
DESIGN 

EXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON W\ 


GIARARD 8236 @) 


FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDELL RD. LONDON. W.12. 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek 
LICENSED DAY =+CLO PRINTERS 


_ SILK SCREEN PRINTERS | 
HYPNOCOLOR 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


| First in Fluorescence 


ll | 
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126 HOXTON STREET 
LONDON, Nut 
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Silk Screen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course ! 
GEORGE HALé (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
CLE 6474 Est. over 40 years 


General Printers 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Ilustrated Catalogues, 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.1. HOL. 9431! 


Mounted 
Showeards 


PAPER PRINTS 


INTO NON-WARPING, WASHABLE 
METAL DISPLAY CARDS 


made by 


OFFSET 
COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN ‘LONDON N.22 
BOWES PARK 3802 
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PAPER 


These new 
techniques 
will help 


advertisers 


By HORACE R. MARTIN, 


Paper Consultant, Spicers Ltd. 


NEw developments in paper 
making tend to be slow, 
because they are costly. The 
installation of a new machine 
to convert raw pulp or other 
material into paper may cost 
from £500,000 to £750,000. It 
cannot, therefore, be an every- 
| day project. 

Generally, in recent years, 
paper makers have been more 
concerned to lower costs of 
manufacturers than to produce 
new types or qualities of paper. 
Io this end, new and improved 
machinery has been introduced 
in many mills, while much 
thought has been given to 
improvement of methods of 
producing the pulp itself. By 
both means, a reduction of manu- 
facturing costs will be achieved 
without detriment to the quality 
of the paper produced. 


Constant progress 
and experiment 


The conversion of, or adding 
fo, existing types of paper, ts a 
different proposition, and on 
that allows for constant experi 
ment and progress. It is in this 
field mainly that developments 
have taken, and are taking place, 
from which all paper users, 
including advertisers, can benefit. 

A few of these can be con- 
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(Continued on page 130) 


veniently stated under the follow- 
ing heads: 

Wer Strength Papers. These 
papers have in recent years been 
developed and perfected. Papers 
of all qualities, including wrap- 
ping papers, map printings, etc., 
treated by the wet strength pro- 
cess, have an increased strength, 
varying from 5 to 50 per cent, 
when subjected to moisture. The 
advantage of this for some uses 
can readily be appreciated. Great 
progress has been made in the 
development of “additives” to 
accentuate the whiteness and 
increase the opacity of the sheet. 
Such “additives” include fluores- 
cent dyes, but it has been found 
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that the dye is not always con 
stant, having a tendency to fade. 
whereas the addition of titanium 
oxide to the “stuff” increases the 
whiteness and opacity to a degree 
far greater than that achieved by 
any method previously known. 

This increased whiteness and 
brilliant of colour, similar to the 
effect of Day-Glo inks, may, 
however, have in some instances 
the disadvantage that it tends to 
cause eye strain from continuous 
reading The use of ttanium 
coated paper must also be 
watched carefully as paper so 
treated has a detrimental white 
reflection when used for line 
drawings to be used for fine-line 
blocks, e.g., small-scale map 
reproductions. 

Process Coated Printings. Con 
tinued progress since the war has 
further improved the reproduction 
qualities of these papers. Adver- 
tisers can in consequence use 
finer screen blocks, and present 


their advertisements in colour, 
more cheaply than when pre 
viously printing on pure S/C 
printings and/or imitation art 


SILK SCREEN PRINTING 


Ihe durability of these process 
coated printings, however, is not 
sO good even now as was that 
of the brush-coated esparto-body 
white arts, neither can they 
compare with the latter for fine 
half-tone work 

Mechanical Body Papers. Fut 
ther progress has been made in 
spray coating and brush coating 
of these papers, which have met 
the demand for lower cost, but 
leave much to be desired in 
reproduction quality. 


Lately, Polythene and plastic 
coating have been used for papers 
suitable both for letterpress and 
silk screen, but although great 
progress has been made, the 
curling of paper so treated has 
yet to be overcome, 

* » * 

The laboratory is playing 
to-day a far more important part 
in paper making than ever before 
Both the chemistry and testing 
of paper are proving the falsity 
of the maxim that an ounce of 
practice is worth a ton of theory 

It is possible to-day to make 


paper to given caliper, wo ig 
to a tolerance plus or minus of 
a half-thousandth of an h 
Paper is produced of a PpH vi uc 
6-8, that is to say neutral ee 
from acidity and alkali- and 
also paper that is free fiom 
arsenic, for such purposes as 


chocolate wrapping. Papers are 
also available not only free from 
acid content, but moisture proof 
and waterproof 

Looking ahead, it will soon he 
possible to produce “silent 
papers, that is, papers with the 
minimum of rustle to be used for 
theatre programmes and certain 
tvpes of wrapping 

Further progress has been made 
in connection with the produc 
tion of fire proof papers. so much 
that the fire proof treated 
papers to-day will not flare up 
even in direct contact with flame, 
they merely singe and smoulder, 
and in this connection they are 
ideally suited for the production 
of night-light cases and fire work 
cases, where they are held in the 
hand 


So, 


Offers better quality, longer runs, 
more speed than ever before 


by CHARLES H. PRIESTLEY, 


Managing Director, Priestley Studios Ltd 


The strides made in perfecting photographic materials, revolutionary types of colours, and the 
increasing use of special printing machinery, are combining to raise the standard of screen printing 


to almost unbelievable quality and clarity. 


a surprising variety of jobs. 


ly quality of work produced, 
in the speed and simplicity 
of the initial work of repro- 
duction, and in the quantity 
runs made possible by modern 
mechanical equipment, the silk 
screen process has made great 
progress in recent years, so that 
tu-day it can offer more to 
advertisers and its other users 
than ever before. 
Perhaps the greates! 
has been in quality. 


advance 


High standard of 
quality and clarity 


The tremendous strides in per 
fecting photographic materials 
specially made for the industry. 
coupled with revolutionary types 
of colours and the increasing use 
of special printing machinery, 
are all combining to raise the 
standard of 
almost unbelievable quality 
clarity. 
definition, 
effects 


screen-printing to 
and 
Six-point type of sharp 
embossed 
type of 


high-gloss 
on almost any 


Only one thing 


progress. 


Charles H. Priestley 


stock, half-tone, multi-colour and 
translucent printing are all being 
produced in quantity daily by 
skilled operators. 

The application of photo 
graphic methods ensures accurate 
and faithful rendering of the 
original artwork. Hand-cut 
stencils. while still used exten 
sively in the poster and cinema 


Many industries are turning to the screen process for 
shoddy work by the few 


can hamper its further 


trades are being replaced by 
photographic stencils for all but 
the largest work. There are, how 
ever, still a number of first class 
operators who continue to favour 
cut stencils even for ind 
intricate designs. Likewise there 
are screen printers who 
favour hand operated scree to 
mechanical methods for 


Smal 
PP | 
Sil 


ome 


jobs the hand process still un 
doubtedly the best 

As an example of the peed 
with which work ca he rried 
oul, itis not unu i to receive 
art work in the morning and 
deliver a few hundred I nted 
copies in” tworcelour / the 
evening. 

Quantity product 4 re 
quired, is now a n f course 
runs of 20,000 upw y being 
economical for ‘ | or 
similar work, wh t ip 
plications runs n c der 
ably greater. Th i with 
the few hundr luced by 
operators a few ach 

Intensive re ry unt 
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and ink manufacturers 1s) Over 
coming one of the worst teatures 
of the process——-raching. The ad 
vent of thermo-plastic paints and 
enamels will probably still further 


cut down drying time. Some 
American suppliers claim that 
drying time has been cut to 


minutes Without sacrificing quality 
or permanence of colour-—and 
this without the application of 
heat in any torm 


Screen process 
for multi-colour 


The use of screen process for 
multi-colour tone work, however, 
is Still extremely limited and 
fraught with serious difhiculties 
It is neither economical nor prac 


tical in comparison with other 
established printing methods 
except perhaps for short runs 
Retouching by highly — skilled 


craftsmen is a must on platework 
for the letterpress, litho and 
gravure trades, especially with 
colour work, but retouching a 
stencil film is a virtual impossi 
bility. Nevertheless, much credit 
able work has been and is being 
done in this country and multi 
colour tone screening on. large 
signs and posters is opening up 
a bright new future 

The scope of the sereen-printer 


is already wider than any other 
form of graphic reproduction 
Apart from window displays, 


posters, showcards, pelmets, 
decoration on various fabrics and 
leather, packaging, metal con 
tainers, dials and a host of other 
daily uses there is the vast china 
and glass and pottery market in 
which ceramic colours are em 
ployed both direct and by the ap 
plication of transfers. Every day 
brings some new for this 
process which, apart from its 
versatility has the added advan 
tage of portability you can take 
the process to the job and not the 
job to the process 


use 


One of the significgnt factors 
in the expansion of the industry 
is the ever increasing conversion 
of a diversity of industries to the 
use of screen-process for a sur 
prising variety of jobs 


Printing of flags 
for Coronation 


Increasing use is being made 
of the process by the textile in 
dustry and in the printing of flags 
for the Coronation and similar 
decoration the trade is at present 


fully occupied. Letterpress and 
litho printers, many of whom 
have their own screen-printing 
departments are combining 


screen-process with orthodox 
methods in obtaining new and in 
teresting effects without recourse 
to blocks or plates 

Only one thing can prevent, in 
my opinion, its still further pro 

This is something which 
nearly killed the method in 
its carly days in this country 
shoddy work If operators will 
vrive and keep on. striving for 
quality, taking advantage of new 
materials equipment and 
new outlets there is just no limit 
10 the possihilities 
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THEATRE PUBLICITY LID 


commands 
the finest resources of the 
Motion Picture Industry 
for your Screen Advertising 


The finest facilities for production, 
processing and distribution to be found 
anywhere in the world are part of the ser- 


vice Theatre Publicity brings to Screen 


, Advertising. For Theatre Publicity is 


part of the J. Arthur Rank Organisation, 
all of whose resources in film-making 
and distribution are linked with the pure 
advertising approach of expert executive 
and creative staff. All these resources 
offer screen advertisers maximum flexi- 
bility, including three-dimensional 
films, standard films and filmlets and 
distribution through Odeon and 
Gaumont theatres of Screen Audiences 
Ltd. magazine film ‘Tips’. 


A COMPANY WITHIN THE | 


ARTHUR 


PRODUCTION Pinewood Studios, with the best and 
most-up-to-date equipment in Britain, is the birthplace of 
pictures which have marked the progress of the British 
Motion Picture Industry throughout the world and earned 
distinction for the British Screen. Here have been developed 
production systems, improvements to cameras, lighting and 
sound recording that are second to none in Britain or the 
United States. And here too was made “The Real Thing’, 
the first three-dimensional advertising film, turning a bold 
and exciting idea into successful reality. 


PROCESSING Denham Laboratories take over the nega- 
tive on which is captured the creative effort of technicians 
and artists. Processing nearly 700 miles of film every week, 
Denham Laboratories is the most modern plant of its kind 
in Europe and has the largest capacity in the world for 
the colour-processing of Eastman Colour, Gevacolor and 
Ferraniacolor. 


DISTRIBUTION General Film Distributors Lid. receives 
the finished prints. With its network of nine branches spread 
over the country, General Film Distributors Ltd. provides 
a first-class service to exhibitors throughout the United 
Kingdom and Eire; while abroad, in fifty countries, J. Arthur 
Rank Overseas Film Distributors Ltd. complete the link be- 
tween those who make the films and those who show them. 


ee 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


RANK ORGANISATION 
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CURRENT ADVERTISING 
AT A GLANCE 
ACCOUNTS MOVING: 


C. Casper & Co., Ltd., engineering and tools (technical press) 
to Rathbone Publicity Ltd.; Jenolite Ltd., to Allardyce Palmer 
Ltd. (new campaign breaking June | in trade and technical 
journals and motor and motor-cycling journals). 


NEW ACCOUNTS: 


Hartmann Fibre Co., makers of pulp fibre containers for 
eggs, fruit and pre-packed foods (trade and technical press), 
for the Winter Thomas Co., Ltd; Skinners (Redbridge) Ltd., 
Dimco (Great Britain) Ltd. and Kilroy Blocks Ltd. (all trade 
press) for Richard-Stannley (Advertising) Ltd; “Blighty” for 
Gordon & Gotch (Advertising) Ltd; Quorn Specialities Ltd., 
makers of jellies, custard powder, cake mixtures and other table 
products, for Gee Advertising Ltd. (Leicester); Columbus-Dixon 
Ltd., floor maintenance equipment, and Thomas Harrington 
Ltd., coachwork builders and engineers (both trade and tech- 
nical press) for Hyde & Partners Ltd.; Denings of Chard Ltd., 
makers of Somerset farm machinery (farming and export 
journals) for John Benington Ltd. 


NEW CAMPAIGNS: 


Aspro (Samson Clark & Co., Ltd.), large spaces national 
press; Rimmel eyelash cosmetic mascara (R. S. Caplin Ltd.), 
Evening Standard and full and half-pages in women’s maga- 
zines; Dispel (Paul E. Derrick Advertising Ltd.), large spaces 
in rational press; Coates cider (Graham & Gillies Ltd.), 
national press including half-page Daily Express, Softex toilet 
roll with chlorophyll (the Robert Freeman Co., Ltd.), Evening 
News and trade press; Celia Carlton Inner Glow beauty treat- 
ment (direct), trade press; Robinson's orange and lemon squash 
(C. Vernon & Sons Ltd.), national dailies and class periodicals; 
Encyclopaedia Britannica (1. B. Browne Ltd.), national press; 
Parkinsons Pills Ltd. (C. P. Wakefield Ltd.), national and 
trade press; Flypak (Elliott Advertising (Birmingham) Ltd.), 
national newspapers and magazines; Feedrite (New Era Ad- 
vertising Service Ltd.), national dailies and Sundays, provincials, 
Radio Times, women’s and midwifery journals; Cook’s of St. 
Paul’s (London Press Exchange Ltd.), large spaces in national 
and provincial newspapers, women’s magazines and _ trade 
press; Jantzen swimsuits (Masius & Fergusson Ltd.), national 
newspapers, women’s journals and weekly magazines; GB 
Teleprojector (Greenlys Ltd.), trade press and direct mail; 
Horatio Myer & Co., Ltd. (Stuart Advertising Ltd.), London 
trolleybus sides; Gaymers cyder (G. Street & Co., Ltd.), national 
weeklies, monthlies and provincial newspapers. 
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(“Western Mail" photo 


Lady Megan Lloyd George switches on a new map supplied by Elton 
Illuminated Civic Maps Co., of Cardiff, to the Welsh Tourist & Holidays 


Board. 


It will be on show at big exhibitions and department stores. 


The 


Mayor of Swansea is in the centre of this picture, and Lyn Howells, secre 


tary of the Welsh Tourist & 


Market research 


A record number of 75 
students, from advertising, sales 
management, and industry, at- 
tended the Market Research 
Society course at Leeds Univer- 
sity, last week-end. 

Lectures were given by: Louis 
Moss, the Society's president; 
Tom Cauter and Graeme Cranch, 
past presidents; B, D. Copland, 
London Press Exchange; Martin 
Maddan, Genera! Electric Co.; 
and Charles Hewson, Reckity & 
Colman, Ltd. 

The course was organised in 


Growing importance 


Big aspro ads. tell 


of ‘shelf appeal’ 


Housewives are remaining loyal 
to established brands of groceries 
and new lines are making little head- 
way. But the “shelf appeal” of 
good packaging is more important. 

This is revealed in reports on 
sales trends compiled by _ the 
National Federation of Grocers. 


Ribbon for ‘refill 


One and a quarter yards of 
souvenir ribbon for the Coronation 
is being offered by Advance Indus- 
trices Lid. to users of Dispel air- 
refresher It is being sent in 
exchange for a brown disc fitted 
inside the Dispel refill bottle. 

The offer is being backed by 


large spaces in the national press. 
Paul F. Derrick Advertising Ltd. 
handle the account. 


Printing scholarship 
The present holder of the Thomas 
Forman scholarship which aims to 


assist young men to qualify for 
administrative positions in printing 
will complete his studies in June, 


and the British Federation of Master 
Printers state that a further award 
of £250 a year will be made to 
enable the next candidate selected to 
enter the University of Nottingham 
in October. 


of new process 


A new process for the manufac- 
ture of Aspro is being featured in 
a new national advertising cam- 
paign. 

Trade press advertising is telling 
retailers that—‘‘This new publicity 
campaign puts over a_ powerful 
‘Aspro’ message in some of the 
largest spaces ever used continuously 
by any advertiser since the war.” 

National newspapers and maga- 
zines are being used by the agents, 
Samson, Clark & Co., Ltd. 


Trufood insert 


The first insert ever to appear in 
the Midwives Chronicle is included 
the April issue. It is for Trufood 
Cereal Food which was launched 
last December. 

The insert is perforated down the 
centre, one half being a reply card 
which readers can use to apply for 
a sample pack of the cereal food 
and a supply of leaflets for distri- 
bution to mothers. The other half 
carries a brief description of the 
food. 

The insert, which was designed by 
Trufood’s agents, Lintas Ltd., has 
a grey border with the white trellis 
pattern—characteristic of all the 
Trufood packs. 


SOUTH EASTERN 


GAZETTE 


Holidays Board, on the right. 


week-end course 


conjunction with the Advertising 
Association, the Institute of In 
corporated Practitioners in Ad- 
vertising, and the Incorporated 
Sales Managers’ Association 
Local arrangements being under- 
taken by Michael Wilson, of the 
Leeds Publicity Club 

The Club's chairman, Roderick 
Gallant, was present at the open- 
ing session, at which the course 
was addressed by R. Bellamy, of 
the Department of Economics, 
University of Leeds. 
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Early days of 
the ‘Weekly’ are 


recalled 


ADVERTISER'S WEEKLY 
40 years ago this month, 
in two rooms on an upper floor 
at 34, Norfolk Street, wus staff 
numbered four 
One was its 
Jack Akerman 


When 
started life 


founder, the late 
Another was the 
first editor, the late George Edgar 
There was a girl secretary, whose 
identity no one can now recall. 
And there was a youth, who is 
sull very much alive, and who 
remembers very vividly his brief 
association with the organ of British 
advertising 

He is A. W. J. Lindsell-Stewart, 
general manager, Leon Goodman 
Displays Lid., and immediate past 
president of the Display Producers 
and Screen Printers Association 

Lindsell-Stewart, who was 20 at 
the time, was loaned to Akerman 
for six months by S. H. Benson, 
whose agency he had joined when 
he came down from Cambridge 

» tells a story which shows by 

a precarious thread the infant 
journal clung to life in those early 
days. A crisis arose. The printers 
demanded cash before they would 
print the next issue, But the kitty 
was empty 

Akerman had a solution. “Tony,” 
he said to Lindsell-Stewart, “go 
and see Charlhe Higham.” 

Lindscll-Stewart saw the great 
man and told him how matters 
stood. Higham was sympathetic 
He bought on the Spot a serics of 
big spaces in the Weekty, and 
handed over a cheque for £30. 

* * * 

lan A. Meclinnes, until recently 
executive on the Tide account with 
Young & Rubicam, has joined the 
executive team of Masius & Fergus- 
son Ltd. He was a founder-partner 

McInnes Thomson Advertising, 

after war service, joined the 

. Emmett in setting up 

in independent company in Scot- 

land within the Emmett Group. On 

the board from the beginning, he 
later became managing director. 

* * * 

C. E. Branson has been appointed 
to represent Pear! & Dean Ltd. in 
the Midlands, North of England 
and Scotland. Mr. Branson was for 
five years Theatre Publicity Ltd's 
representative in the Midlands, and 
before that was 15 years advertise- 
ment representative with the Birm- 
ingham Gazette & Despatch Ltd. 

* * * 

Robert Fairbairn retires from th 
managership of the Bournemouth 
Daily Echo at the end of this month 
He will be succeeded by Douglas 
A. Gleave, assistant manager since 
1932. Mr. Gleave’s place as assistant 
manager will be taken by S. Carey, 
a founder member and hon. trea- 
surer, Publicity Club of Bourne 
mouth 

* * * 

Trevor Haines, formerly sales 
promotion manager, Funditor, Litd., 
engineers, is now publicity manager, 
R. H. Neal & Co., Ltd., engineer- 
ing and contracting firm. 


Three staff changes are announced 
by Richard Potts & Partners, Ltd. 
Michael D. Jacobs, for six. years 
media and = research department 
manager, is now an account execu- 
uve. Joe Seryck, who recently 
joined the agency from Greenlys, 
fills the position vacated. Gordon 
Moir leaves the media department 
to become an assistant accoun! 
execulive 

* * 

Associated im a new venture to 
be announced shortly, G. E. J. 
Bovill, senior account executive in 
charge of the general advertising 
division of Rex Publicity Ser- 
Lid... and Duncan Ferguson, 
account executive, have resigned. 
Helen Downie, account executive, is 
leaving Rex Publicity shortly in 
order to go to Canada. 


vice 


* * * 

Roger Lambert, formerly with the 
photographic studio of Lintas Ltd., 
has joined his father and brother at 
Studio Lambert, Kensington, where 
he will be in charge of photography, 
ind will offer a creative service to 
tdvertisers, 


Producer for 
Theatre Publicity 


With 24 years’ experience in the 
tilm world of Europe and th 
United States, J. H. Piperno has 
joined Theatre Publicity Lid. as 
producer. 

In 1929 he commenced his film 
in France with Les Studios 

Param ount, 
whom 
sSucces- 

sively filled 
the posts of 
supe rvising 
editor, shorts 
director, as 
sociate pro- 
ducer and 
finally studio 

Super visor. 

Piperno 
Para- 
mount to join 
box Films 

Paris, where 

for many 
- years he was 
in charge of the Fox Saint Ouen 
Studios, which he installed 
for them. After the amalgamation 
of Fox and Twentieth-Century, he 
was nominated technical supervisor 
for Europe of the new Twentieth- 
Century Fox Co. In his new ap- 
pointment, Mr. Piperno will be in 
complete charge of advertising film 
and filmlet production for Theatre 
Publicity Ltd. 


careel 


. * * 

Michael Borkett, London manage: 
of Commercial Advertising Service 
Ltd.. was marricd recently at 
Golders Green to Miss Dorothy 
Milier who was formerly a secretary 
at the London office of E, Allan 
Cooper & Co., Ltd 

* * * 

John P. Wynn, honorary sec- 
retary of the British Association of 
Industrial Editors, and editor of 
National Post and N.C.R. Factory 
Post, house journals of the National 
Cash Register Co., Ltd., has been 
elected European area vice-president 
of the International Council of 
Industrial Editors 


C. E. Branson lan A 


Eric G. Sabatini, press and pub- 
licity officer to the British Hotels 
and Restaurants’ Association, has 
been appointed publicity manager, 
Farmers’ Marketing & Supply Co 
Ltd. His successor at the Associa 
tion is Cameron A. Melatyre, bis 
assistant since 1951 

* * * 

Nicholas Royds and John Barmas, 
of G. S. Royds Ltd., are visiting the 
Swiss Industries Fair 

* * * 

F. W. Mackenzie, former teacher 
at the London School of Printing 
and Graphic Arts, has joined Patra 
as printing haison officer He will 
be mainly concerned with 
concerning offset lithography 

* * _ 

Frank R. Simmers, editor of the 
Dundee Courier & Advertiser and 
who has been identiticd with the 
Dundee newspapers for $2 years, 
has retired. 

7. * * 

WwW. N. Mallett, for many 
export manager, Vantona Text 
Lid., has retired 


matters 


Mel nnes 


F. W. Mackenzie 


Geoftrey Davidson, assistant man 
ager at the National Needle Arts 
Bureau for the past three years, is 
joining the International Wool 
Secretariat. He will be in charge of 
carpet promotion, 


* * * 


Pauline Shecter has 
pointed space buyer at 
Lid. 


been ap 
Downtons 


* * 7 


Lewis Foster, of Harris & Sheldon 
Lid., left this week for Lille, where 
he 1s supervising the installation of 
an exhibit in the International Fair 
for British Railways, British Euro- 
pean Airways, and the British 
Travel Association 

. * 7 

Peter Hope Lumley has been ap 
pointed press and public 
representative to S. London Litd., 
furriers, Of Sloane Street, London 


* * * 
Our regular feature ‘Mainly 
Personal’ will be resumed next 
week. 


relations 


ADVERTISING MANAGER'S CORNER 


Forty-Tude 


Some people say you're too old at forty ; 
Start untl 
forty she keeps quiet about it, 


say life really doesn’t 


woman reach 


but 


announces thx 


when a firm vets 
fact 


some 


then. When a 


as far as that it usually 
lortyssimo. 


Fortified by this reflection we propose to emerge 


from our modest « 
the Roaring Fortic 
which have pi 

shouting about it 
Yes, you've vuessed 
fortieth 
that 


celebrating 


know where al! 


distinctive 


curity and join the ranks of 
those illustrious enterprises 
ed twoscore years and can’t stop 


it, this year the Old kirm is 
anniversary. 
experience 


Now you 


comes from 


shouwcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVI 


29.30 KINGLY STREET LONDON, W.i 


REG 32954 
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3-D ad. spread 

in “Toy Trader’ 

A 3-D advertisement appeared in 
the April number of The Toy 
Trader & Exporter. Booked by 
Cascelloid Ltd., the two-page spread 
shows an interior view of the firm's 
new London showroom with facing 
page illustrating “Rita,” the com- 
pany’s latest 27 in. walking doll 
headed “ ‘Rita’ steps out to meet 
you.’ Natural Vision Studios 
Ltd. produced — th Royal-Vala 
stercograms and supplied — the 
special 3-D glasses inserted in each 
copy of the journal. The printing 
was executed by H. Clarke & Co 
(London) Ltd 

* ¥ * 

In an article on “Tasks and 
responsibilities of the laundry trad 
press,” in the Golden Jubilee 
of Power Laundry, I. D. Reeve 
emphasises that the advertisement 
columns should be as vitally in 
teresting as anything in the letter 
press, 


issuc 


* * * 

The April issue of Games and 
Toys is a special BALE. number 
with 216 paves plus cover, Nearly 
400 advertisers have taken space. 

* * * 

Evening Standard four-page Port 
of London supplement last Thurs- 
day carned advertisements from 
wharf and lighterage companies 

% * ¥ 


Dishes of more than twenty 


Pytram 


The trade mark of a 
well-known firm of 
brewers fully modelled 
in Pytram Laminated 
Paper specially 
processed for outdoor 
use aS an inn sign. 

25 in. high. Send 
to-day for your copy 
of the Pytram folder 


on advertising models. 


nations are described in Inter- 

national Kitchen (5s.) compiled by 

the Good Housekeeping Institute in 

collaboration with the Gas Council. 
s * * 

The Northern Times has ap- 
pointed the W. Horace Biggs 
Organisation Ltd. as London repre- 
sentatives, 

* * * 
: Average net sale of the Sunday 
Times during March was 523,049. 
Comparative figure for March 1952 
was 491,304. 

* Se * 


April issue of Style for Men 
appears in new size, 9} in. x 7} in. 
* * * 

Net sale of the Daily Express in 

March was 4,079,274. 
* * * 

India’s Tribune, which recently 
opened an office in Salisbury Square 
House, Salisbury Square, E.C.4, has 
brought out London At Your 
Elbow —a guide for visitors from 
India. (1s. 6d.). 

* * * 

Special feature of the April issue 
of Electrical & Radio Trading js 
a guide to electric home laundry 
apphances. The second part of a 
trade directory is included as a 
supplement, 

” * _ 

For nine days, The Irish Times 
is priming Irish stories as told by 
a traditional story-tcller to a field- 
worker of the Trish Folk-lore Com- 
mission, 


for ‘live’ publicity 


PYTRAM 


LIMITED, DUNBAR ROAD, NEW MALDEN, 


SURREY 


Telephone: MALDEN 3225/7 


The Royal Coats of Arms appear 

on the side elevations of this three- 

dimensional display erected for 

Yardley & Co., Ltd., by Sheffields, 
Lid., of Birmingham. 


Coronation motif 
in Yardley display 


The Coronation motif is attrac- 
tively introduced in a new three- 
dimensional display recently 
erected for Yardley & Co., Ltd., 
by Sheffields Ltd., the Birming- 
ham poster contractors. 

Situated at the junction of the 
Warwick Road and the Stratford 
Road, Sparkhill., Birmingham, the 
display is three-dimensional. The 
centre pane] carries the Yardley 
poster, and the side elevations, 
which are curvatures, carry speci 
ally mounted tablets bearing the 
Royal Coats of Arms The 
recessed section at the base of 
the centre pane! and continuing 
three-quarters of the distance of 
the side panels, is corrugated and 
is painted in salmon pink as a 
contrast to the main background, 
which is entirely of cream. 

The poster itself is brought 
into relief with an 18 in.-wide 
moulding painted white. 


Lliffe appeals for 
Press Fund 


Lord Iliffe, in his appeal on 
behalf of the Newspaper Press Fund, 
States that more than £818,000 has 
been distributed by the Fund since 
its formation 89 years ago—£28,300 
last vear. Lord Iliffe will preside at 
the Fund’s 90th anniversary dinner 
at Grosvenor House on Thursday, 


May 


Poe ee Cee U SSCS ECCS SCE Y 


ADVERTISING 
DIARY 


Friday, April 17. 
Pusticity Cius or 
Wates. Visit to. steel 
Sho ton 
Tuesday, April 21. 
NEWSPAPER SOCTETY 
meeting and = dinner 
Hotel (and Wednesday) 
SOCTETY OF INDUSTRIAL ARTISTS 
(Typographers’ Group) YT. Hart 
on “Economics of Design in Print- 
ae: ; Albemarle Street, W.1 


Norn 
works at 


Annual 
Dorchester 


BIRMINGHAM Pusticitry Assoc 
IATION luncheon meeting. Speaker 
Ken Wharton, racing motorist 
Imperial Hotel 

Wednesday, April 22. 

Atpwycn Ciun Gor 
Captain's (Sam Back) Day 
ham Hurst G.C 

Thursday, April 23. 

Society of Typoorapuic Desicn- 
ERS Cc Boileau on “Photo 
typesetting.” Monotype Corpora- 
tion, Fetter Lane 7 pm 

Fieet Srreer Cotumn Cis 
Golf Circle Spring Mecting. Sud- 
brook Park, Richmond 


PPP Pee Pee eee eee eee eee eT eee errr eee 


CIRCLE 
Cro- 
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PRUE) 
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We Hear 


A model of the Queen's Corona- 
tion coach made in sugar is on view 
in the Thirty Club Room at the 
Advertising Club of New York. 

* * , 


The Heritage Peters Advertising 
Service Ltd., of Coventry, is cele- 
brating {ts 40th birthday at the same 
time aS ADVERTISER'S WEEKLY. 

* * * 

Dudley Turner & Vincent Ltd. 
have taken over the old premises of 
the Regent Advertising Club on the 
ground floor of 19 Buckingham 
Street, Adelphi, London. The addi- 
tional offices will house reception, 
conference room and = chairman's 
office, media director and media 
departments. 


Irish A.A. progress 


Membership of the Association 
of Advertisers in Ireland now 
exceeds 80. Plans are now under 
consideration to secure members in 
Cork and Belfast. 

a * ¥ 


Firms in the City of London are 
placing big orders for window 
boxes. Apart from the decorative 
value in Coronation year, these 
window boxes are being increasingly 
recognised as a form of advertise- 
ment, 

. ¥ ¥ 


Ferodo advertising is featured in 
a new window display at the British 
Transport Commission's commercial 
advertising department at 
Square Station. 
produced by 
(Display) Ltd. 

aa * ¥ 

A motion that sponsored radio is 
long overdue was defeated by one 
vote at a meeting of Bangor City 
Literary and Debating Society. 


Leicester 
It was designed and 
Clements Bros. 


Publicising silk screen 


The biggest single effort British 
screen printers have ever made to 
publicise the process will include an 
exhibition at the S.T.LA.R. exhibi- 
tion centre, Park Lane, London, 
from November 17-20, 

* * * 

Over 250.000 replies have been 
received by Radio Luxembourg Ad- 
vertising Ltd. in the first fortnight’s 
competitions that are taking place 
weekly during the summer over 
the English transmission on 208 
metres 


* * * 

Arks Publicity Lid. have pro- 
duced a new booklet Television 
It's Wonderful for Mullard Lid. It 
is designed for people sull without 


* * * 

Members of the Guild of British 
Newspaper Editors (Scotland) met 
at Dunfermline last week and were 
entertained to lunch by A. Romanes 
& Son Ltd., proprictors and pub- 
lishers of the Dunfermline Press. 

* *. * 

Daks annua! £2,000 golf tourna- 
ment will be held this vear at Went- 
worth G.C., Virginia Water, on 
June 10, 11 and 12. W. S. Crawford 
Ltd. are handling the publicity. 

* * *” 

The joint conference of the 
Furopean Society of Opinion and 
Market Research (Esomar) and the 
World Association of Public Opinion 
Research is being held at Vevey, 
near Geneva, on August 31 to 
September 4. 
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SUNDAY TIMES 


Every week THE SUNDAY TIMES is finding many new 


readers, among the younger generation and their elders, too. 


Humane, progressive, ever fresh, it is essentially 


a newspaper which moves with the times. 


AVERAGE AUDITED NET SALES 
1952 


January 181,628 


February 196,226 


March 491,304 


ee ee ee eee eee en ee eee en 
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a 13.611 : 
a 920.049 


27, 29, 31, 
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ye 00 


Bootle 


RONATION PASSES 


BUT 


in the Metropolis of the 
North millions of well-to-do 
buyers from Lancashire, 
Cheshire and Derbyshire 


Street, 


& 


Sites are Cleaned and 
Fainted yearly — oftener 


where necessary. 


offer advertisers a 


POSTER 
comp ete 


MANCHESTER AREA 
MANCHESTER POSTER SERVICES LTD. 
Deansgate,e MANCHESTER, 2 


regularly shop in 


MANCHESTER where 


cholce 
PREDOMINANT 
SITES, giving a 
coverage of the 


2,000 


WELLINGTON JOURNAL 


SHREWSBURY NEWS 
NET SALES 50, 134 weekty (A8.c,) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (céNeral2626) 


PADDINGTON 0166/7 


HARROW BILLPOSTING C 


37 SPRING STREET, W.2 


CANINE 


A.B.C. 23,213 


The 
Largest circulation 


MAGAZINE 


DOGS’ BULLETIN 


e 
Advertising Department 


Newspaper Representations Ltd. 


231 Strand, W.C.2 
Tel: CITy 5906 


38A 


| London: 


A House 
Goes UP 
The Tenant 
Goes In 


And So Does 


THE 


Rugby Hdvertiser 
Friday (20,080 A.B.C.) 3d. 
Tuesday (3,627 A.B.C.) I$d. 


DAVID L. CLACKSON 


80 FLEET STREET, E.C4 
Phone 


: CENtral 2626 


130 


@ Continued from page 76 


WILTON EVAN 


we have an instance of a paper 
being continuously owned and 
controlled by members of one 
family The founder and first 
editor, William Woods Mitchell, 


was grandfather of Captain R. G. 
Mitchell, present chairman and 
managing director 

* * # 

Ihe Falkirk Herald is now 
being printed on a new rotary 
stereo press, which has been 
installed in the printing works of 


fF. Johnston & Co., publishers. 
The new press, of Foster make, 
weighs abou, 80 tons It 
three-roll balcony-type press of 
modern unit design, the cylinders 
being carried on self-oiling roller 
bearings. It will produce news 
papers of up to 12 large pages 
(24 pages folio-size) to a maxi- 
mum speed of 36,000 copies pel 
hour, or up to 24 large pages o1 
48 pages folio at 
full speed two 
required for each page, 
papers of over 12 


is a 


while for 
page 


fhe North Wales Chronicle 
Co., Ltd., Caxton House, Bangor, | 
has installed a two-unit Crabtree 
10/50 press, one of a batch of 
six of post-war design 

There are five papers in the | 
group, the North Wales Chron 
icle, Holyhead Chronicle, Y 
Clorianydd (Welsh county paper 
for Anglesey, North Wales 
Pioneer (covering the resorts), and 


Flintshire Observer (the county 
paper for Flintshire) 
* * * 


“Now, instead of rationing ad- 
vertising space we have the far 


more agreeable task of selling 
— States Malcolm Graham, 
chairman, Express and Star 


(Wolverhampton), 
annual] 


Ltd , mm his 
report. He hoped that 


newsprint supplies would con- 
tinue to permit of the larger 
issues now being produced 

Net revenue for 1952 was 


£19,702 (compared with £17,856 
the previous year). Ordinary 
dividend 7 per cent (6). 


A. S. Knight Ltd. 


An advertisement for A. S. Knight 
Ltd. on page 117 lists 21 artists for 
whom they are agents. The number 
should be 22, including Hookway 
Cowles and Diaz. 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


OM TO AMY MATERIAL 

QUAS OR YOURS AS DESIRED 
LONG OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN 


ASA FOR OUR (ORONAT 


half speed At | 
type-plates are | 


broad- | 


sheet one plate per page is used. | 
‘ ‘ * 
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Serviees & 


Supplies 
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(Continued from page 122 


u 


Commercial Artists 


=> Se we cerreomansamo 
<3 Packaging 
[ [ Booklets 
Folders 
Fo ru mM Lettering 
Design 
ART SERVICE LTD. 
10-12 BURY PLACE, W Layout 
CHA 4121 — 


STUDIO 
for London’s finest 
FIGURE RETOUCHING 
7 Wine Office Court, Fleet St 
CENtral 6656 


E.C.4 


STOKES & DE MILLE 


STUDIO 
61 SAREY ST.WC2 PHONE HOL O77! 


TUDOR ART AGENCY {TD 


representing 


FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOLborn 6841 CHAncery 3506 


VERY RARE! 
* photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 
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UNIAN CLASSIFIED ADVERTISEMENTS | 


PROD ON ASSISLANI rec 
RS F RATES: neh bn a pol AY — > get _~ per by 4 | inch. = Won End Agency to handle —. 
| APPOINTMENTS WA per _ 4 y pan "her es 0 1 
A VACANCY OCCURS FOR classifications, 4s. per line, 45s. per display panel gg —~ Rm hy gage — A A A ~4 
FIRST CLASS charge, one line plus 9d. covering postage, etc. Series rates on application: all Apply 
advertisements under seven insertions ML sT BE PREPAID. Address “‘Adveriner's Box 4434 Ad. Weekly 180 Fleet St EC4 


RETOUCHER Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


(mechanical) APPOINTMENTS VACANT DISPLAY SALESMAN FOR 


used to high-class Engineering Steen Cae: “in enue af einbeb eateatinn Gute eteatiemion ent LONDON AREA 
subjects. Ideal conditions. Top be made through a Local Office of the Ministry of Labour or a Scheduled Employ ment APPLICATIONS INVITED FROM MEN 
wages. Holidays with pay. Agency tf the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive BETWEEN 25 and 35 years of age who 
5-day week. Write or ‘phone | | uales be or she, or the employment, is excepted from the provisions of the have PERSONALITY, TACT, PLENTY 
Y é Notification of Vacancies Order 1952." OF URGE and the desire to earn a 
for appointment with original four-figure income PREFERENCE 
specimens. bn Losnere TO THE MAN 
1 ECTIONS IN THIS 

THE COMMERCIAL ARTIST, CO. 


Ba thorns nay ete EXCEPTIONAL OPPORTUNITY! 4, Pinang 


a rapidly expanding organisation, 
"Phone GROsvenor 4746. for a first class designing and manufacturing displays 


and point of sale aids with che capacity 
. : . . for large quantity production 
4 CREATIVE PHOTOGRAPHER with copywriter executive Applications to 
a flair for technical subjects required f 
by leading London Studio. First-class Sales Director, 
opportunity for the right man. Write A leading London Publishing House has a vacancy for a PRECISION PROFILES LIMITED, 
all oer Ad Ww a > —————. brilliant executive of about 35 years of age. 58/60 Rutland Street, Leicester. 
ae LIMITED require an EXPERI- The applicant must have a wide and really first-class experi- — a 
NCED REALISTIC FIGURE ence in modern advertising and publicity administration, with eee _Youns lay 
(MA rf xd salary and ea e ou rtis with nowlcdge o tym 
ARTIST Pe 6 ON rs Write or marked ability to create ideas, make effective use of Market graphy, preferably with some Agency 
telephone first for appointment to, 125 Research and Statistical data, write “copy” for Press and own oe a by a = 
ake e W WELbeck 17¢ ondon gency » finished wor 
Baker Street ! ELbe — Trade Advertising and Promotion Brochures. required. Phone for appointment to 
JUNIOR ARTIST (male or female) re- , : q the Studio Manager, CE.Ntral 6481 
quired by progressive Birmingham ad The position is of special appeal to one who ts ambitious and 
vertising Agency Excellent Opportunt- . > ore . vc y s bilities in yrowressive 
den Sur aiteacenseut ‘olen aaa ae is secking greater scope for his abilitic a progressive 
commercial experience essential. Write house which offers a job of responsibility, carrying with it a SPACE SALESMAN 
Bor aise ia Week y 180 Fleet St BC4 good salary and advancement. required for sound proposition. Oppor- 
wm - : = : tunity for live man with experience of 
YOUNG MAN required for ome and All correspondence will be handled in strictest confidence. outdoor advertising in London area 
copy London Advertising Agen . . . se Liberal commission Write or phone 
Box 4467 Ad. Weekly 180 Fleet ry EC4 —— — pe above pining —_ write a | 1 Gt easciedinee 4 
ullest particulars Of cxpericnce, age and Salary required to oe 
J J 6 y 1 Williams Publicity Co. Led., 
Box 4455 Advertiser’s Weekly, 180 Fleet St., London, E.C.4 79 Baker Street, W.l. WEL 6086 
Can you c 


PRODUCTION ASSISTANT young, but 
ARMSTRONG SIDDELEY MOTORS, FASHION ARTIST for Studio with experienced, required tor Copy Detail 


Coventry, have vacancies in their Tech vanety of work Write for ap 


-_ ? . t d r om appoint Department Apply Production Man 
answer t is g nical Publications Department for ment eiving details of cxperien sae ager, INTAM LID. Cinternational Ad 


Technical Writers and Illustrators. An salary, et vertising and Marketing), 14 Hall 
adaptable and capable writer with a Box 4442 “ad Weekly 180 Fleet St bC4 Moon Street, Wil. Phone GRO. $526 
mechanical mind could pick up the 
We have these immediate technical side of the job which is con 
ncies: cerned with gas turbine cngines, Apply 
wgners n detail to Reference HP.2, Personnel 
A) Account Executive able Manager, Armstrong Siddeley Motors, 

pad per ie pe Coventry EXPORT ADVERTISING SERVICE LTD. 
oa a oS SPACE SALESMEN required for old 
constructively about industrial established media. Men capable of of 22 OLD BOND STREET 

2 carning upwards of £1,000 per annum 

clients’ advertising. miy need Bpoly. Write full 
experjence 


require an Experienced 
(B) An Artist who can pro- Box 4432 Ad. Weekly 180 Fleet St BC4 " ” 
duce roughs and finished work in 


variety and who has been doing Top Line Experienced COPYWRITER— 


so for some time. LETTERING MAN 


In both cases, we want people an RNS Soe, Conan, VISUALISER 
) 


congenial post for the right man. 
who have had agency experience FIVE DAY WEEK. BONUS SCHEME 


and who can take responsibility Ri 
ing Holborn 7144 
and show initiative in a position sd This position is 


selling 


a responsible one and carries a 


which should provide satisfac- AN ARTIST IN MANCHESTER. good salary tor the man who is able to originate 

= An ail round artist is eequired in the 
tory scope for development. Manchester S:udio of Rip . Preston campaign themes with sound selling copy for the 
& Co., Lid The man we are looking 
These posts mean working in for tent tee hed aieelous Sasa products of interns tionally famous firms in many 
the centre of Manchester, in experience and if possible some 


ctcative§ ability The position is a tropical countries 

pleasant surroundings, for five Progressive one in a new and rapidly 
growing Studio Group. Full fortnight’s He must b« roduce rough visual present; 

days per week and for adequate holiday with pay and Studio Bonus ‘ an . . a 

Scheme Apply to Art Director, tions for | 

recompense. Ripicy, Preston & Co, Lid., 360, ' ; 

= Moseley Road, Birmingham, 12 

If you can answer these re VISUALISER / COPYWRITER AND Very occa al overseas travel on copy-surveys 

quirements we shall be pleased to RETOL “rot wanted by London 
Agency Post offers scope for initia 

hear from you. Please write ties. es 

fully in confidence, stating Box 4441 Ad. Weekly 180 Fleet St EC4 Excellent superannuation facilities 


present salary. 


DONALD MACDONALD isi ARTI ; 
ALD MALD (Advertising) LTO st required t ils of previous experience to 
Registered Practitioners in Advertising | under 30. experienced jn design 
: treet, Manches for packaging bags and wrappings. 
64a Bridge $ t, ter, 3 Permanency. 25 miles London. 
Write giving details of experience 
and salary required to Managing Director 
CREATIVE ARTIST-DESIGNER,. Bristol | Box 4478 
Agency of high repute secks man of : 
talent whose Advertising background | | Advertiser's Weekly 180 Fleet 61 ECS EXPORT ADVERTISING SERVICE LTD. 
has given him a firm grasp of essentials 
and inventive ability above the ordinary as 
Emphasis on colour work for printed AVOUT AND RETOUCHING 22 010 BOND STREET, LONDON, W.1 
showcards and displays for Nationa! ARTIST required, used to book pro 
Advertisers offers the widest scope for duction Also retouching artist. Only 
en'erprise first class men need apply 
Box 4386 Ad. Weckly 180 Fieet St EC4 Box 4431 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA wid (Ex 25) 


may be 


Write, firs! ice, Stating age, and salary 
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for 


and 


duction 


class 


Basil Butler 


44 HERTFORD STREET, LONDON. W.]1 


invite applications for 


to 


STUDIO PRODUCTION MANAGER 


fully experienced in studio and mechanical pro- 
methods, 
finished art of all types. 
to detail are of more consequence than artistic flair. 
This is a position of increasing responsibility and 
offers excellent 


organise the production of 


Accuracy and attention 


prospects. 


VISUALISER LAYOUT MAN 


agenc 


for work on a wide range of national accounts, both 
in press and print. 
London 
petence in typography desirable. 
prospects to a man who can prove his ability to 
maintain a good output of high standard work. 


Adequate experience in a first 
y essential, and some com- 
Good salary and 


GENERAL ARTIST 


finished 


printing, 


artwork 


experience essential. 
specialising in one technique, but an ability to handle 
simple figure work or retouching would be considered 
a valuable asset. 
ence and ability. 


Sa 


who 


commercial photography. 
age and experience. 


positi 


only. Good general studio 
This is not a position for men 


lary in accordance with experi- 


PHOTOGRAPHER’S ASSISTANT 


A young man with a working knowledge of enlarging 


wishes to gain experience in 


Salary in accordance with 


Letters only, please (no specimens) giving 
age, full details of past experience, present 


on and salary. 


Basil Butler 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant: 


“The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless he or she, or the 


. is excepted from the provisions of the 


Order 1952." 


A TOUGH JOB 


For someone 30'ish with a flair for pro- 
ducing sound ideas and copy. Here isa 
chance for an outstanding young man 
to build up a creative department ina 
small progressive Agency 
will be adequate but 


The salary 
at the outset 
disproportionate to the amount of 
energy he will be expected to devote 
to his task Write giving full details 


and not more than two specimens to 


Box 4446 
Advertiser's Weekly 180 Fleet 8t EC4 


PRODUCTION 
Opportunity for methodical young man 
wih good presence and some knowl- 
cdc tf the mechanics of advertising 
Must be able to do his own adapta 

Ih post offers scope 

nee and good 
in th bu surrounding ft a 
expanding May fair agency Parti 
of background and salary required to 
Box 4464 Ad kly 180 Fleer St EC4 

MANCHESTER. Agency offers sat 

d mpeten agency 
all-round artust to jo 

Write tu'ly——no 


AND RECORDS. 


sfying 
-trained 
n caxisting team 
specimens in first in 
Macdonald (Advertis 
64a Bridge Street, Man 


EXHIBITION STAND CONTRACTORS 


require ecutive with wperience, 
initiative and personality. Reply in confi- 
dence, stat ng aw xipericnee and salary 
Box 4437 Ad. Weekly 180 Elcet St EC4 


OUR DESIGNS ARE THE BEST 
‘Busy Bee 


our many customers 
shall 
that our designs are the best 


We wish to placea amongst 
if necessary we 
educate them to the above fact 
A position 
has therefore been created with a busy 


Manchester firm for 


AN ENERGETIC YOUNG MAN 


of professional appearance, capable of 


discussing good design promoting 
point-of-sale display material, and 
producing ‘‘on the spot™’ rough visuals 


and copy for line block reproduction 
Write full details to 


Box 4456 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ARTIST wanted for Engineers 
Advertising Department Finished 
weneral art work for Catalogues, Icaf 
Applicants should have 
Nationa Service 

Ltd, 359 Euston 
London, N.W.1 

SHORTHAND TYPISI required — by 


Managing Director to train as personal 


Road 


secretary Write giving full particulars 
to Mr John tf Preston Ripley 
Preston & Co Ltd, Wheatsheat 
House, 4 Carmelite Street, E.C.4 


PRODUCTION DEPARTMENT 
Wanted by Agency with increasing 
turnover an assistant to studio manager 
capable of taking responsibility for 
preparation and adaptation of settings 
for press advertising and commercial 
literature, preferably with some skill 
in producing visuals and rough layouts 
under instruction. This ts a good open 
ing for the right person. Apply 

ox 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE LAYOUT MAN 


with ability 


to produ finshed roughs for leaflets 
showcards and advertisements. Koowl 
dac ot ypesctin ands production 
sential Publicity Department 
“ known manutacturer of domes 
fic appliances. Offices West End. Staff 
Can‘een fay week. Pension scheme 
Writ stating igc, experience and 
salary required to 
Box 4439 Ad. Weckly 180 Ficet St EC4 


‘Phone your Classifieds to CHA 8811 (Ex 


HER MAJESTY’S 
COLONIAL SERVICE 


A vacancy exists for a Public 
Relations Officer, Department 
of Public Relations and Infor- 
mation, Aden, Candidates 
under 35 years are required 
to have good all-round experi- 
ence in public relations work. 
Newspaper staff-experience an 
advantage, as also previous 
employment in a_ colonial 
territory. 


Knowledge of Arabic useful 
though not essential. Success- 
ful candidate would be in 


charge of Department. 


Appointment permanent and 
pensionable. Fixed _ basic 
salary of £1,000 per annum, 


plus £350 expatriation allow- 
ance. Substantial cost of liv- 
ing allowance. Income tax at 
low local rates. 

Quarters provided at rental of 
10 per cent of basic salary. 
Free return first class passages 
for officer, wife and up to four 
children under 18 years on 
appointment and leave. Leave 
at rate of 7 days for each 
completed month of resident 
service. 

Apply in writing to the Direc- 


tor of Recruitment, Colonial 
Olfice, Great Smith Street, 
London, S.W.1, giving briefly 
age, qualifications and experi- 
ence. Mention the reference 
number CDE 148) 2/01. 
copy AND MAKE-UP CLERK 


(fema'e) required in Advertisement 


Department of weekly agricultural 
paper Experienced in copy routine, 
blocks, ¢tc Write — me experience, 


iec and salary require 
Box 4466 Ad. Weckly 50 Fleet St EC4 


EXPERIENCED 
LAYOUT MAN 


by prominent 
Agency. At least 2 
experience necessary 
in producing well finished 
roughs of advertise- 
ments for national adver- 


required 
London 


years’ 
Press 
tisers 


Box 4445 
Advertiser's Weekly 180 Fleet st EC4 


LAKGE GROUP OF COMPANIES 
with offic n London, N.W.10, re- 
quire mmediately a male assstant not 
yer 37 for an uncommonly interesting 
appointment in its Publicity Depart- 
ment A proven ability to write good, 
cone.se, lively English is an essential 
Qual theatjon Journalistic experience 
and an Art Degree in English desir- 
able. Advanced engineering experience 


unnecessary but an engincering bent 
4 great advantage, as would be some 
knowilcdee f prnting, proof correct 
ing. etc. Pension scheme. 5 day weck 
Send no specimens of work at this 
Stage 

Box 4435 Ad. Weekly 180 Fleet St ECs 
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‘CLASSIFIED ADVERTISEMENTS 


PRODUCTION ASSISTANT 


wanted by Specialists in Point-of-Sale 
and Display units. Exceptional oppor- 
tunity for young man age 21-23 to 
learn interesting work with unlimited 
prospects 


CURZON ENTERPRISES LTD 
10, Clifford Street, W.! REG. 2845 


YOUNG MAN wanted as 
ing Department of Manchester 

a Order Store Some knowledge 
of printing, block-making and art work 
necessary; copy-writing and layout 

an advantage. Canteen fac.lities 

Must be reajdent in Man 

Write, stating age 

salary required, tw 

Roberts, Advertising Man 

aget, Oxendale & Co Lid., Granby 
House, Manchester, 1. 

FIRST-CLASS AIRBRUSH RETOUCH- 
ING ARTIST for Art and Photo- 
graphic Studio. Varied work including 
engineering cetouching Marshall 
Studios Ltd., 28 Kingsway, W.C.2 


Assistant in 


APPOINTMENTS VACANT 


WADDICORS 
NEED AN EXECUTIVE 
TO WORK WITH A DIRECTOR 


The position calls for somebody with previous agency 
executive experience. In addition to the usual qualifica 
tions, applicants should have a knowledge of all forms 
of publicity and be able to cope smoothly with a con 
siderable flow of detail. Please write in confidence to 


The Staff Manager 


T. B. Waddicor & Partners Ltd. 
38 Park Street, W.! 


wanted by established 


control 


by airmail giving details 


FIRST CLASS | 


CREATIVE 


Singapore 
Must be extremely versatile, able to produce slick visuals and 
and excellent finished art work in any media. 
working with a team, but also able to exere:se executive 


Excellent prospects for successful applicant. 


specimens of recent art work and photograph of self, to nea 


THE ADVERTISER, P.O. BOX No. 453, SINGAPORE 


Production Department of a 

Street Agency. Must have had previo 
experience with schedules and able 
COPY -ty pe Ordering of blocks an 
vantage but not essential Apply 
writing siating age experience 
salary required to 

Box 4469 Ad Weekly 180 Fleet St EC4 
ADVERTISEMENT CANVASSERS fo) 
@ publicauon with a bie appeal t 
Overseas Visitors References required 
only willing to travel need 


| | COPY DETAIL Young tady required 


ARTIST 


Advertising Agency. 


Those 


apply 
Box 4430 Ad. Weekly 180 Fleet St BC4 


CHANCE OF A LIFETIME FOR THE 
RIGHE YOUNG MAN, Publbsnern 
require ambitious man (25 to WW) 
competent car driver (car provided), 
keen © travel promoting roulation 

sales through newsagents 

sellers and at aur 

Salary, expenses and commission 

Applicant must hase = initiative 

ambition to build up to a high 


Capable of 


Write 


experience, age and send 


itural 


VISL ALISER required for London 

ability for orginal 

and) =copywriting 
progressive 


crea 
experi- 
Position 


Box 4328 Ad. Weekly 180 Fleet St EC4 
EXCEPTIONAL OPPORTUNITY = pre 
sents itself for a young man (under 
Ss) whe has had a little space-scling 
xperience Of s keen to enter that 
A well-known Ficet Street group 

dcal publishing companics is 

) train such a man for carly 

one of its main adver 

departments Probationary 

7. Write, in strict confidenc 


to 
Box 4425 Ad. Weck!y 180 Ficet St EC4 


VERSATILE 
GENERAL 
ARTIST 
for 


Agency. 


required Provincial 


Must be a man of proved 
ability, thoroughly — ex- 
and 


Capable of 


yerienced agency 
£ ) 


trained pro- 
ducing finished work of a 
high standard from rough 
visuals. Write stating ex- 


perience, age and salary 


required to 


Box 4410 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT required by 
pump nut i North Last 

t paration of 

rtisements 


public ty. 


ina full de‘ails & 
Box 4436 Ad. Weekly 180 Ficet St EC4 


tion om = = rap.dly-erowing 
(Alternative bass of part-tyme 
sentation considered.) Full 
wih detai's of experience to 


FARMER, 10 Tavern Street 


ESTABLISHED STUDIO requires above 
average retoucher Top rate for first 
cass man Aso general artists with 
knowledge of retouching No Satur- 


~wwick 
days, holidays this y Ipswich 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TETTERING ARTIST. First class man 
tired by London Commere al ide 
icn f reprod 
Picase wrie st 
and salary required 
4450) Ad) Weekly TSO 


YOUNG 


LAYOUT MAN 


To be willing to work on some finished 
artwork and adaptations 


ring WEStern 3854 for appointment 


COPY -CLERK,. man oF woman 


by pr 


required 
minent publishing agents Typ 
essentia Progress 

Write giving details salary 
Box 4382 Ad 


’ the 
APPouotmer 

reqguiled. to 
Weekly 180 Fleet St bas 


Well known expanding 
London Studio require 
experienced first class 
black and white and 
colour 


RETOUCHING 
ARTISTS 


Box 4392 
Advertiser's Weekly 180 Fleet 6t ECG 


\ GREAT OPPORTUNTITY yo offercd 
fo an ambitious young man 
smal Advertising Studio 
Midlands) He = must te 
of organising and designing 
Screen Department Bb xce 
cations and references nex 
Raxcment with vicw lo 
(No capital involved.) 
Box 4440 Ad. Weekly 180 Fleet St EC4 


Partnership 


car 
Box 4468 Ad. Weekly 180 Ficet St EC4 


Copywriter — 
Ideas Man 


required, preferably with experi- 
eme in creating adver.isements 
for domestic electrical appliances 
and or heavy electrical engin- 
ecring products. Age about 25-30 


Production 
Assistant 


required. Main duties to organ- 
ise circulation of window displays 
and other exhibition material 
throughout British Isles, but 
xencral production knowledge an 
advantage Age about 22-27 


Both vacancies are in busy 
publicity department of leading 
clectrical engineering company in 
SE. London. Applications giving 
details of experience, age and 
indication of salary required to 


opportunity 


Box 4477 
Advertiser's Weekly 180 Fleet 8t EC4 


FIRST CLASS DISPLAY and lettering 
artist wanted immediately for exhibi- 
tion and display contractor in Watford 

be ail round man Top salary 
prospects 
»S Ad. Weekly 180 Fleet St BC4 

ADVERTISING ASSASIANL 
by well known Paint 
the North West, Applicants should 
preferably have some expericnce in advertisement and 
advertising and be able to repare 
rough layouts and copy Picane come in strict confidence 

expericnce and cduca- 


required 
Manufacturers in 


de‘ais Of age, 
ton two 
box 4438 Ad Weekly 180 Fleet St BC4 


RETOUCHER, First: class 
fo 101n Our existing team of Retouchers 
Must be keen on techn cal subjects 
Ideal working conditions and good 
salary offered Full details to 


Box 4376 Ad. Weckly 180 Fleet St BC4 


man required 


For those who have the ability to sell 


themselves through the medium of 

a letter in reply to this advertisement, 
there are good positions in the Creative 
and Layout department, in Contact and 
Outside Representation and for Senior 
Executives in all other Departments. 
The Agency requiring these men is a 
rapidly expanding Birmingham firm of 
many years’ standing as Incorporated 
Practitioners in Advertising. 

Only experienced agency men will be 
considered and preference given to 
Associates of the Institute. 


All present Executives know of this 
ill letters will be treated 


Advertiser's Weekly, 180 Fleet Street, E.C.4 


Box 4379 


‘Phone your Classifieds to CHA 8841 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Siteations Vacant; ““The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


e | APPOINTMENTS VACANT APPOINTMENTS VACANT 
First class | : ! 


LADY ASSISTANT required for Vou 
Department. Age preferably 25-35 

¢ a quick and accurate worker 

y week, h jays arranged. Write 


DESIGNER-VISUALISER | © °.:° = | eirst ctass 


| PRODUCTION. Agency trained Produc- 


tion Man for London Agency to take 
charge of technical accounts Sound 
knowledge of typefaces and process 
work essential, Writ n confidence to 
wan e Box 4451 Ad. Weekly 180 Fleet St EC4 
| LETTERING ARTIST, lady for T 
1 London Studio Write stating pre- 
vious experience and salary required. AR iS 
i , Box 4473 Ad Weekly 180 Fleet St EC4 


EVeERETYS want a layout 


Visualiser 


required by a prominent 
London Advertising able to produce good 
Agency to work out finished layouts, A sound 
visual presentation’ of 
This is a position that calls for something ideas for Press Advertis- 
ing under a Chief Copy- 
| writer in a group handling Letters only please, stat- 
ments to satisfy clients; it calls for a |] @ number of national ing age, experience and 


acvounts, 


: fi sal: > od t 
creative ability of the first order, not only NE PTET On od —_— ae 


in the planning, from policy stage, of || tunity for a young man 
with first-class art train- EVERETTS 
press advertisements that are fresh and ing 


unusual in presentation, but the capacity Box 4444 ADVERTISING 


Advertiser's Weekly 180 Fleet St EC4 


to design for the whole field of visual LIMITED 


publicity, from packs to exhibition stands. TEXTILE TRAINEES. Courtaulds Lid. 


have five training vacancies for Textile 
=) 


Sales Representatives, age 20-22 
We need a man who has had at least Candidates must be educated to School 10 Hertford Street, W.I 


Certificate standard and have compicted 
3 ooh A their National Service Applications 
five years visualising experience, and giving full details of experience should 

be addressed to the Personnei Director, rea 
Courtaulds Ltd . St. Martin'’s-le YOUNG LADY assistant to Space Buyer 


who can back his design tricks with logic | Grand, London, EC...” quoting the | hqSntelligent worker, good ai figures 
as well as feeling. Will people who do 


artist with at least 4 


years’ agency experience, 


typographical knowledge 


is essential. 


more than the ability to design advertise- 


| - and typin State age and experience 
| PRINT SALESMAN required for rapidly a eam * Good salary eitered. 


expanding business in East Africa Box 4463 Ad. Weekly 180 Fleet St BC4 

Should have a general knowledge of : 3 

™ letterpress and ihography, but a 

not measure up to this standard please salesman’s outlook is essential. Starting THE BROADWAY STUDIOS LTD 
Pay and allowances 1£900-41,000 per 9, Victoria Street, London, S.W.! 

annum according to experience. Home | 


refrain from applying. leave with pay after four years | require the services of an artist able to 


Provident Fund. Job carries big pros produce layouts for Brochures, Sales 
pects Apply in writing stating age Literature, etc., meticulous lettering 
marital state and with details of ex. and line work, and including the use of 
perience and comes of references to scraper board 
Davis & Soper Lid., 42 & ‘4 St. Mary Ability to undertake technical draw- 
Ax Londen, E.C.3 ings for exhibition display an advantage. 

| LAYOUT. Agency-teaincd layout man Write full details of experience 

! for Technical Agency Ability to pro 

OF EXPERIENCE AND SALARY REQUIRED duce clean __ Slick work for clients YOUNG SPACE SALESMAN required 

essential Write fully giving age, ex- on Magazines in a treelance organisa- 


perience and salary required, to tion Write Kitchen, 131 Ficet Street, 
TO Box 4329 Ad. Weckly 180 Flect St EC4 L_c4 


WRITE, IN FIRST INSTANCE, GIVING DETAILS 


Art Direct i 
The Art Director Outstanding 


T. BOOTH WADDICOR Layout Man—Typographer 


& PARTN ERS LTD. with a flair for design and fresh ideas wanted 


by Advertising Agency in London for a 
38 PARK STREET, W.! | progressive position. 


Box 4476 
Advertiser’s Weekly - 180 Fleet Street + €.C.4 


*Phone your Classifieds to CHA 8811 (Ex 25) 
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1983 v ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS GIES 
he hee ian ee FREE LANCE SERVICES 


L'tne RETOUCHING a 
Estimating and A RT 1 ST requiicd to work a tree lance 


PRINTERS 
London Agenis placing highest class 
Colour and H tone ( alaloguca, 
Brochures, boders, ¢k., wish to con- 
tact printers wih Modern plant 
sapabie handling ths type of work, 


tie up wth csiablished firm with hs must be competiuve, reliable and 
required by West Surrey Agency class camera and prooling sctvice. Rent guaranice consistent Quality combined 
r uc on handling eng necring accounts. Must tree aaa ai 4 tO righ, Man oF vena with Service 
imt sice inv 4 scopn " mutua 
have expericnee high standard photo . —— . Box 4428 


Advertiser's Weekly 180 Fleet St EC4 


Department retouching and line work. State age, Box 4433 Ad. Weckly 180 Fleet St ECS 


Sa.ary and expericnce POR RETOUCHING of a high standard 
Box 4165 simply eng CrNeral 89ss 
Good prospects for the right Advertiser's Weenly 16 Fleet St ECG FREE-LANCE RETOUCHING ARIISI 
applicant. | requires used to Engineering subjcets, 


West End Teconica Agency OUFERS invited for purchase of well- 


Apply PERSONNEL MANAGER } Bow 4454 Ad Weekly Ts0 Bleet St bC4 established = educational = journa ot 

pply 2ONN NATIONAL ADVERB ISEK (women’s speciaiised nature, with Higa repute 
APPOINTMENTS WANTED cs A gl ap an ee greg ton, Considerable overncas. reader 

ACME SHOWCARD & SIGN CO. LTD . specimens from Fashion Artsts accus ship 

GREEN STREET - ENFIELD - MIDDLESEX SHORTHMAND-IYPLSAS, Private Secre- tomed to drawing tor reproducuen Hox 4451 Ad Weekly 180 Pleet St BC4 


ee 


taries, Clerks, etc. If you are in urgent Empoaasis on tarored lines essential 
need of stati, contact Embassy Bureau, 
Excel House, Whiucombe Sucet, W.C.2 
TRAVELLERS. Courtaulds Ltd) require WHltehali $924), We specialise in 
two additional senor Sales Represent etficient personnel. 
atives in them Textile Sales Depariment SENIOR ACCOUNT EXECUTIVE of 
in’ London Candidates must have a smati West End Agency, having a Please apply MSS. 49 Latteraam Grove, Epsom 
minimum of five years practical sales University (Oxford) scientific Uasning Box 4461 Ad. Weekly 180 Fleet St ECS 


| 

‘ 

1 
experience, preferably in the Making- | and possessing @ w.de experience ot | - 
Up wee These gga grb ih ve Adver.ising, Sales Promotion and Pubic ! 
are pens at carry goo prospects z ther 4 sot in & | 
Galery atx is Keiations requires cither a pos GREETING CARD 

' 


JOHNSONS ALluoscurt, cabinet 
Submit specimens tor pull), which mod 2 tor back pronction of 1 mm 
wil be returned to colour Ulansparenctes Ollers to 
Box 444% Ad. Weekly 180 Tiect St EC4 Box 4452 Ad. Weekly 180 Licet St Ba 
PREELANCE RELOUCHER wanted ADDRESSOGRAPH FRAMES bor Sac, 


Studio —s- space availab.c if required iss 1.000 Cabinets as new, 70s. cach 


> _— — larwecr Agency woere he could develop SIRPT «ll de la Chavssaigne-P. 1 
PP.ication giving the Pubsc Relations side of a position DESIGNING Gomes Homen), International Service 
full details of experience should be ‘ Advcrin ng Manan 4 iad Aven Vi NV n i Mod t 
Mt _ x ; ‘ vert ‘ weney F sconmty di odrone , 
addressed to the Director of Personne ing firm where he would have com Artists able to provide fresh treat Milan 


ourtaul d, 16 in’s-le- d : : 
Gena Lenton, ECA quis on — a ee oe ECE, NCE RONOR, (OF CHO Copies of “SALESMANSHIP AND AD 
‘ calli ? . : following themes are invited to get VERTISING” 


Re N Puolic Kelations 
ee Box 4413 Ad. Weekly 180 Fleet St EC4 SS cecal aaa 
WINDOW DRESSER and display man 
10 years’ experience, shops, stores and 
exhib.uions, creative ideas Keen, am 
ARTIST biaous, driving licence, sechs interest 
ing positon ; 
: <4 eckly leet St 
Young man wanted for Printers Box 4459 Ad. Weckly 180 Flee EC4 Box 4447 
Stud K EX-STUDENT, = female, Fe requires Advertiser's Weekly 180 Fleet 81 EC4 
creative studio near ingsway. Position in| Studio Small commencing 
K led f dth salary accepted. Knowledge layout and MONTHLY MAGAZINES 
icietitc..sieigrole earn paaay pes? lettering, paone HENdon [20> Or weite Weekly, monthly, quarterly magazines 
construction preferred. Good Box 4400 Ad. Weekly 180 Fleet St EC4 


4 ' 1 
lettering essential Write in STUDENT. Virue mind, adic to veualinc, BUSINESS OPPORTUNITIES yee pny p= ol lh pegs Fall ee 


knowledge layout, keen copywriter type setting, high-speed automatics, 


by Jona Newcomb 
wanted State condition and price 
Christmas, Birthday, Children's Box 4474 Ad. Weckly 180 Tileet St B04 
Birthday, Get Well, Wedding 
Anniversary, Easter, Valentines, 
etc 


a wishes to join Agency to devclop strong reful supervision. Ask for prices, 
first genre Sn ‘ spon creative potcntia.. Salary unimportant | COMMERCIAL — PHOTOGRAPHERS | SUTTONS lng 
mens) wit u etails of age, Box 4541 Ad eckly Is0 bicet St woud like to contact artists or other 

, e YOUNG MAN, 2%. LSP. & GA persons allied to advertising world Paignton § Te/. 5542 
experience, salary required and wholetime dipoma. Experience factory view to sharing London prem ses 
when free, to General Manager, production, works Management, intimate Box 4475 Ad Weekly Iso Eicet St EC4 | OFFSER LITHO PRINTING. Highest 
knowledge type, paper rie ck a arewee CONTRAC quality work at competitive prices, 
CHROMOWORKS LTD. secks caange to agency Production oF DVERTI NTRACTORS Broadsheets, Brochures, Labels, Show- 
i print buyer — et St ECS offer exclusive rights for National cards, etc, The Wea Yorkshire Print. 
Church End, Willesden, N.W.10 Box 4452 Ad. Weckly 180 Fleet St Advertising sales to a person or firm ing Co.. Ltd, George Sueet, Waketield 
& having entries to Agencies and Direc Telephone 3438/9. 
A GO-AHEAD YOUNG tors. The production is aimed at the 
ADVERTISING MAN travelling public and is nation-wide 
Former production man. copywriter, A ready response and excellent returns PRINTING PLUS 
Pr uction account executive adding up to & is assured eee in first place to 
od . years’ experience, secks executive Box 44 
— Agency ee Pg ae oo Advertiser's Weekly 180 Fleet St ECa | | The facilities of one of the 
of ent cc a cece Se 
future Prospects important. Write | best equippe ' 
Man Wanted uture pects porta | CONSULTANT with specialised accounss | yuipped printeries in 
ae “ tag Fleet St ECS wishes contact small cflioent ree anised the South are offered for the 
_ a ™ a ee, AR veriiser's eekly awen w to exchang ' 
must have agency experience | Box 4454 Ad. Weealy 10 Flect St BCS production of advertising 
) wwledge o Ye LADY DEMONSTRATOR accustomed | matter a 
sound knowledge of blocks, ae Sena remand SHOW CARDS. CUT-OUTS atter and one or two 
types, layout and copy sche availabie for food or beverage demon ’ periodicals of really high 
| susting. Cebend sho af Wpety. seco ADVERTISING FOLDERS | — quality. Specialists in colour 
dules, Able to work without to outside advertising Clean driving | by ante tiie. an teiibel , | . 
‘ heence Both prepared to travel in oo te co A a le a own | work and difficult technical 
supervision, Salary £450. Write connection with any advertisng cam pho process plan | 
r ite ; 
paign for reputable company. Bryan. 1k, CARILLON PRESS LID. composition. 
giving full particulars to Warden Road, Boldmere, Sutton Cold- | re Colour ———- ages <== ee 
. “Id d ckshi Phone 1 » clepnore oscombe s 
ae, Ware oe Phone SUT 4684 | | London fice: 9x-100 Flee “ECA JOHN WRIGHT & SONS 
BROCKIE, HASLAM & CO. | | YOUNG COPYWRITER, woman. two | Phone. CENtral 1740 LTD., BRISTOL 
years’ extensive experience, Canadian ” . 
Thanet House, 231 Strand W.C.2 retal : advertising, wishes position - 
| London Agency or retail PHOTOGRAPHIC ENLARGEMENTS. 
| Box 4470 Ad) Weekly 180 Fieet St EC4 Specialist Company. equipped tor larae 
| | sale production offers ge ous Con | ‘ACCOMMODATION 
ee TION. A good, keen assistant | & Keen Student of tract Rates to large users i 
i arly = ntics —_ d by a ft - | 1YPOGRAPHY Box 4176 Ad) Weekly 140 Fleet St FC4 SELF-CONTAINED ROOM for 2 
erect gency pplicants = shoul ” Ma . tists in A t Pccaditly Cireu 
possess a working knowledge of block | secks : Pat t with vd OEY wh 4 a ~ acm y = a adilly Circus 
wdering and typesetting Iclephone can be Mitably use his knowledge ant 


lity wu wiant / Hox 44 Ad Weekly 1k0 Tleet St EC4 
CENtral 8347 for appointment aestiss en ite _ " ee ee EXCEPTIONAL OPPORTUNITY . . 


} knowledge of Layout and Typo 
at Le apna ASSISTANT required for | graphy Experience as a printer's FOR AGENT ERS 
— ty DD ginny (Lendond  t ompositor, Christian principals. Write j 
wor nitially under supervision, on 
the design and orodection ot technica z Box 4426 to acquire first-class letterpress } 
; ‘wy adveruiving and printed matter | Advertiser's Weekly 180 Fleet St EC4 printing business prod icing pub- BOROUGH OF 
his ws @ progressive position, offering 
youna man ample = Opportunitics t LADY. personable secks position” in licity literature t eally high WESTON-SLU PER-MARE 
4 velop his experience and ability in | Pub Re'ations or advertising, Ag j ‘ 
such things as the preparation of lay i Good experience . standards. Ww Outer Tenders (io be received by May 1% 
mut copy wrnting typography, procure i Box 4471 Ad. Weekly 180 Fleet St ECS London furnishe 4 eccentr al pea ” an — a an a : " 
ment of artwork blocks t ; ’ a > c vw pontag of 40.000 Off al Guides 
buying of print, exhibitjo or re London. Exten: nnection for 19*4 Speccifation and turther 
mail activities. ¢€ Cand ( PERSONAL N jetails can be tamed trom the 
ever, must be able t demonstrate ational Adver Plant, undersigned 
some fesen if limited) exp nee and 
skill in some or all of these f nections FRE NCH ADVERTISING MAN, (6 goodwill, ett., £ EDWARD TURNER 
Commencing salary up to t47£ pa , ks an English Advertuing man who Publuity and Public Relations Officer 
depending upon qualifications and ex- | will receive him at home as paying Box IOWN HALL 
perience. Apply with FULL particulars, | guest for me month next July or . = 
including age, to August, anywhere in England. LAFON Advertiser's Week!) Fleet St ECE WESTON-SUPER-MARE 
Box 4462 Ad. Weckly 180 Ficet St BC4 | * Avenue Corbera, Paris lle 
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Advertiser's 
Sera Weekly 


PAPER 


S. a copy 
52/6 a year 
Post free 


S5/- (overseas) 


STOP PRESS 


®@ continued from page 73 


SOFT DRINKS 
BATTLE 


Waldron, directors of Canada Dry 
(London) Ltd. Dolan Davis Whit- 
combe & Stewart Ltd. is agency 
handling account. 

liming planned to bring cam- 
paign to peak just before Corona- 


Leaders of 
today and to-morrow (e2ehEe 


Consumer advertising will be 
closely linked with poimt of sale 
material in which distinctive Canada 
Dry shield plays “brand recogni- 
2 : - tion” role. Point of sale material 
That The Times reaches the most influential section of will carry same apple-green_ back- 


ground as delivery trucks and vans. 


the public goes without saying; that the aggregate 


NEWSAGENTS OPPOSE 
FREE GIFTS 


Resolution that publishers should 
sell their journals on merit and not 
enclose tree gilts to boost sales, will 
be proposed at annual conterence 

| of the National Federation of Retail 
Newsagents in June. 


all fields, from classified advertisements to long-term Resolution, which comes trom 
i Leicester branch, adds that if the 


spending power of this section of the public is very large 


_> 


is equally apparent. But there is another great body of 


readers of The Times which advertisers may not wish to 
ignore the leaders of to-morrow and the day after. In 


mame See 


prestige advertising, The Times reaches forward to the 
younger generation of serious newspaper readers in the 
country. Far-seeing advertisers know how great is the 
weight, both actual and potential, that The Times reader- 
ship carries. 


publishers insist on such procedure, 
gilts should be securely attached 
and extra discount allowed = to 
retailers tor handling. 


Shell-Mlex and B.P. offering a TS 
suppressor to each motorist who 
fills up his sump with Shell \-100 
motor oil. Otter advertised in 
“Radio Times” and local news- 
papers circulating in FV areas. 


Mather & Crowther Ltd. are hand- 
ny ling the campaign. 
vo 25 


THE es ty Oey TIMES ow. Siiditin: ts ten tlie 


London organisation of the Scottish 
publishers Henry Munro Lid. He 
will be in charge of the “harming 

THE TIMES. Daily, Price 4d News” advertising and also assist 

C. Tuke, London manager, in repre- 

THE TIMES LITERARY SUPPLEMENT, Every Friday, Price sentation of other publications in 
| group. 


We ae 


THE TIMES EDUCATIONAL SUPPLEMENT, Evers Fridas eee 

THE TIMES WEEKLY RENTEW, Every Thursday, Price 6d 1. A. O'Brien, P.R.O. Home 
Office, to succeed late R. K. Bacon 
as G.P.OLs PLR.O. 


-- 


THE TIMES REVIEW OF INDUSTRY, First Wednesday of Every Month, Price Vs. 


THE TIMES BRITISH COLONIES REVIEW, Quarterly, Price 6d 


Over 120 members and guests of 
Publicity Club of Ireland attended 
Club's 30th anniversary dinner at 
Metropole, Dublin. 


THE TIMES SCEENCE REVIEW, Quarterly, Price 6d 


THE TIMES AGRICULTL RE REVIEW Quarterly, Price 6d. 


H. O. Elgie, ad. manager, “bLast- 
bourne Gazette” and “bastbourne 
Herald Chronicle” since 1949, ap- 
pointed ad. manager “Croydon 
limes” series. 


eS + 


4 c4 (Phone: Chancery 8844 ) 
P tors, BUSINESS PUF ATIONS, Led. at their office at 180, Fleet Street, London, EC 
nae Ae 16 1953, Printed in Engla by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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: will carry Canada Dry message to { as 
‘ thousands on streets of London. Fw ieglet 
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